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—symbol of progress 


The distinctive, modern design of this new nickel 
silver Dexter key is symbolic of the continuous 
progress at Dexter. 


Your key to: 





e Security—22,000 key changes 


e Guaranteed quality—backed by nearly a half 
century of lock making experience 


@ Modern lock designs—wide range of styles 


e Smooth, trouble-free operation—Dexter 
quality materials and workmanship 


e Faster, easier installations 


This new key will be opening the doors of quality 
homes throughout the world. 


The Dexter “‘D’’ Key . . . Your Quality Guarantee 


XTER 


DEXTER LOCK DIVISION : : in Canada: Dexter Lock Canada, Ltd., Galt, Ontario. Im Mexico: Dexter Locks, Plata Elegante, S.A. 
3 i s x i trali Milan, Italy. 
Dexter Industries, Inc. — Grand Rapids, Mich. de C.V. Monterrey. Dexter Locks are also manufactured in Sydney, Australie and Milan, Italy. 
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NEW DAP RACK 


Saves Space! 
Shows Full Line! 
Speeds Turnover! y, 
Sells at full profits! @ 


This rack FREE with order of: 


20 DAP Cartridges, White (2 cases) 
20 Rely-On Cartridges, White (2 cases) 


24 Half Pints, 24 Pints and 6 Quarts of DAP Vinyl 
Paste Spackling (3 cases) 


36 1 Ib., and 12 5 Ib. Cans of DAP #33 Glazing Com- 
pound (2 cases) 


20 Tubes of DAP Kwik-Seal in Display Case (2 cases) 
10 DAP Caulking Tubes in Display Case (1 case) 

40 Rolls of 18 ft. and 16 Rolls of 90 ft. Rope Caulk in 

Dispenser Display Case (2 cases) 

The colorful new DAP Rack display keeps the full- 
profit, full DAP line in a convenient all-in-one 
“Seal up & Save” department. It’s a natural for your 
paint department, too. Saves space. Takes only 24% 
square feet of floor space and assembles in minutes, 


Speeds turnover, too. This year, more than 45 million 
people will see, and be pre-sold by DAP advertis- 
ing in leading national magazines. Don’t miss DAP 
sales. Use the DAP Rack to keep the full DAP line 
stocked and ready to sell at all times. Easy way to 
increase impulse sales...easy way to multiply 
sales per customer, 

Call your DAP wholesaler, or use the coupon (be- 
low) to order your DAP Rack display today. You'll 
be surprised at how soon you'll be telling your 
salesman to “fill ’er up.” 


ss 
| DAP ine, General Ofices: Dayton 31, Ohio 


“IL want to order this “Free Display Rack” 
{hetname of my nearest BAP wholesaler, 
be, WE i 7 | - 











® 


DAP Nationally advertised in: 
The Saturday Evening Post, Sunset, Popular Mechanics, 
Mechanix Illustrated, Family Handyman, 
and other leading magazines. 
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Starting January 2, 1961, American Lumberman 
And Building Products Merchandiser 
Changes its Name to: 


Building 
RMiaterials 


MERCHANDISER 


“DSC” means Dealer Sales Control, a 
phrase coined by this magazine to focus 
attention on the most profitable business 


methods used today by and 
wholesalers. It is one of the permanent 
management principles which guide the 
editors in reporting and interpreting in- 
dustry trends. 

Controling the sale at dealer level can 


—A new name for an old friend, in keeping with our editorial 
stem from land control, prefabing, fi- 


coverage of new and better ways to profitably distribute ai/ 
building materials, including lumber and wood products, and to 
accurately describe the remarkable and increasing stature of you, 
our readers, as creative merchandisers. First issue of Building 
Materials Merchandiser: Jan. 2, 1961. 


Pub: Corp., 


. for one year. S: 
uct Data File which 





and 
1879. Copyright © 1960 by Vance Publishing Corp. 


nancing, Home Center stores, strong re- 
tail advertising, installation services, sales 
of new homes or remodeling packages to 
builders or consumers. 

DSC means product brands and specifica- 
tions controlled by the dealer. 


rican Lumberman and Building Products Merchandiser is published ever 

ance E. Monroe St., Vhicago 3, ti 

Subscriptions: one year, U. S. and da, $5 (26 issues), $8 for two years, $10 
. Fi e current copy 


at the Post Office at Chicago, ii. under the Act of March 13, 
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Make the most of every wood panel- 
ing sale. Stock up and be ready to 
supply your customers with a full 
assortment of high profit Weldwood® 
Hardwood Trim and unique Weld- 
wood wood-faced aluminum mold- 


Weldwood Unfinished Hardwood Trim. Variety 
of popular hardwoods (Rosera, mahogany, 
oak, cherry, walnut, birch, ash, and 
Korina®) makes it easy to match or contrast 
color, grain, and surface of hardwood panel- 
ing. To match prefinished Weldwood panel- 
ings, finish with Weldwood Trim Stains and 
Weldwood Putty Stiks®. 


Weldwood Hardwood-Faced Aluminum Mold- 
ings come in cherry, Korina, oak, walnut, 
mahogany and maple. They simplify hard- 
wood plywood installation, eliminate at 
least 50% of face nailing, and minimize 
buckling because they permit the panel to 
expand and contract without visible spaces 
as atmospheric conditions vary. 


Weldwood Trim Stains — ready-mixed oil 
stains in 15 colors numbered to correspond 
with Weldwood prefinished panels. Ideal 
for use on unfinished Weldwood Hardwood 
Trim, doors, etc, Priced at $1.95 per quart, 
with 40% discount to dealers. 


Deal yourself in on Profitable extra sales 
with Weldwood moldings and hardwood trim 


ings. Weldwood Hardwood Trim 
comes unfinished and prefinished in 
8 patterns; Weldwood Moldings 
come in 6 patterns, They’re ail profit, 
extra profit, because they'll give you 
full mark-on with every sale. 


Weldwood Prefinished Hardwood Trim. 
Matches or is compatible with the full line 
of Weldwood prefinished paneling—includ- 
ing the 9 Color-Styled Samara® shades. 
Time-consuming stain mixing and matching 
on the job are eliminated. Prefinished trim 
comes precision-milled, requires only sawing 
proper lengths and angles. 


WELDWOOD 


MOLDINGS 
HARDWOOD TRIM 


Send for Moldings and Hardwood Trim data-—-——4 


United States Plywood ALBPM 10-24-60 
55 West 44th Street, New York 36, N. Y. 


Please send me Weldwood's new Moldings and 
Hardwood Trim Folder (#2016). 
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THE EDITORS’ VIEWPOINT 


“Don't Flirt With All The Girls’ 


In our October 10th issue we published a letter from a whole- 
saler who was so disturbed about the growth of big cash-and- 
carry yards that he refused to read anything about their opera- 
tions in this magazine. 

In contrast, most wholesalers and dealers want every bit of in- 
formation they can get on the cash-and-carry development. 

For instance, in the exclusive articles on this subject in A.L., 
an alert reader will see that almost every leading cash company 
uses compensatory pricing. This means that reduced prices are 
placed on only a select group of materials and specialties. The 
thin profit margins on these “specials” are compensated by use 
of higher-than-usual markups on other products. 

This is basic merchandising, explained over and over again 
by Art Hood and in our field reporting. Most smaller-sized 
dealers understand the principle, but are handicapped by time 
and money to apply it. 

Many dealers cannot secure promotable merchandise on a 
quantity basis to compete with big chains. They need help. 
Here is how the alert wholesaler can get dealers to become 
worthwhile partners. 

As the purchasing agent for dealers, a wholesaler can con- 
stantly provide “sales specials” based on superior buying power 
and on compensatory pricing. 

These “specials” can be accompanied by sales promotion 
aids, advertising on behalf of dealers, sales training and other 
merchandising services. 

Other progressive wholesale services for dealers include time- 
payment plans, structural house components and brand-name 
prefab homes. 

Wholesalers often complain that dealers “flirt with all the 
girls”’—instead of marrying one. “If we had all the business 
from our dealer customers we could reduce our own markups,” 
they say. Well, to make a permanent alliance, the wholesaler’s 
dowry must be more than just a warehouse. 

A marriage between a wholesaler and his retailers can be 
achieved in various ways—a franchised network or simply by 
common agreement. But in either case, wholesalers must give 
creative sales leadership to lure dealers to joint effort. 

The pressures to reduce the cost of distribution have already 
spelled defeat for many once-dominant independent hardware 
wholesalers. They are being replaced by voluntary hardware 
chains who have merchandising services which could have been 
provided by independent wholesalers. 

Now these pressures (including cash yards and prefab 
growth) are being felt by building materials wholesalers. The 
answer, without doubt, is a closer union between wholesalers 
and dealers. 

Whether or not this union takes place depends upon the 
willingness and ability of wholesalers to develop buying and sell- 
ing programs, which will put the retailer in control of his market. 

Then, and only then, can a wholesaler expect a dealer to stop 
“flirting with all the girls.” 

And, in turn, the dealer will improve his position so that 
he can develop land, assume contracting control, install new 
store displays and adopt other DSC (Dealer Sales Control) ac- 
tivities which will insure a lasting and solvent partnership with 
his selected wholesaler. 


THE EDITORS 
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“MAKE A DATE WITH 
THE GOLDEN GATE!” 


























PLEASE DROP-IN AND SEE US UNDER 
THE MEDCO SIGN .. . BOOTH 1818 


Your customers gain confidence in you and your lumber when 
you sell the very best. 


For preferred quality lumber. ..a good assortment of items 
in mixed or straight cars...see us at your NRLDA Show. 
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DEVELOPMENTS 


"SHALL I LEAVE MY BUSINESS TO GO TO THE NRLDA EXPOSITION?" Many dealers 
are debating this question with themselves right now. With 
sales down, there's a tendency to "stay home and keep after 
things." 


The big convention at San Francisco, November 13-16, really 
offers an excellent program. There are more product exhibits 
than ever before in the NRLDA show. And there'll be some 
really topnotch management clinics. For example: 











*"How to Recruit, Train and Compensate Lumberyard Employees"-- 
a@ headline clinic on one of the toughest problems of every re- 
tail dealer. Ross G. Kincaid, manager director of the Western 
Retail Lumbermen's Association, is the program director for 
this clinic. Participants include Art Hood, editorial chair- 
man of this magazine and the industry's top authority on sales 
training. 








*"Financial Management"--a subject on which every dealer in the 
country needs help. Dealer chairman is James Gee of the Gee 
Co., Chicago. Participants include Ira S. Fields, nationally- 
known financial expert for lumber dealers; Logan A. Boggs of 
Burroughs Corp. and Andrew J. Watt, U.S. Gypsum Co. 


*"How to Sell Architects and Builders"--a clinic headed by 
West Coast dealers who really know how to tap the builder 
business. The dealer chairman is lumberman Wayne Mullin of 
Los Angeles. 





Other management clinics are about home improvement business, 
better merchandising, the second=-home market, labor relations, 
selling outdoor living. 











Component fabrication through the Lu-Re-Co (Lumber Dealers 
Research Council) system for dealers will be thoroughly ex- 
plained on Sunday, November 13th--including financing the 
Lu-Re-Co packaged homes; personnel training for component mak- 
ing; demonstrations of component handling and delivery tech- 
niques. 











There'll also be bull-sessions on land and building and mort- 
gages at 11 a.m. Monday, Tuesday and Wednesday. 
In short: It should be one of the best programs for sales and 
management ideas you'll ever be able to attend. 








When you come, be sure to visit the American Lumberman booth-- 
Number 320 at the Auditorium exhibit hall. 


VICE-PRESIDENT NIXON WANTS AN EXPANDED FEDERAL HOUSING PROGRAM, including 
"outright" grants for urban renewal, flexible interest rates 
on Government-backed insured mortgages, and changes that would 
allow more mortgage loans by commercial banks. 


In a campaign speech last month, Nixon proposed that present 
Government housing agencies be brought together under control 





Turn page for continuation 
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of the Housing and Home Finance Agency, with its administrator 


reporting directly to the President. 


Most dealers probably have a mixed feeling about Nixon's pro- 
posals. Generally, dealers are against any participation by 
the federal government in housing. But those active in home 
building know too well that any growth of low-cost housing 
depends upon more financing and the only way to get it seems 
to be through Government assistance. 








The big problem is lack of Secondary mortgage Sources. For 
instance, mortgage finance companies formed by lumber dealers 
in various states often cannot proeess loans for homes built 
by their dealer-members because the paper from small towns 
cannot be successfully marketed. Ironically, many of the 
mortgage loans from dealer-owned finance companies are made 

to big builders, because these can be more easily sold to sec- 
ondary sources. 





WHOLESALERS ARE BUSY TRYING TO DEVELOP PACKAGE HOME PLANS for sale by 
their retail customers. This can apply both to prefab packages 
and also to materials packages for so-called "shell" homes. 


Here's a statement from a leading Minneapolis lumber whole- 
saler: "In talking to many of our customers throughout Minn- 
esota, Wisconsin and Iowa, we find there is a very serious 
need in smaller towns of a package precut house, which would 
include our furnishing precut materials, financing to back up 
the sale and professional planning services." 


WILL TRAILER MANUFACTURERS PRODUCE PREFABS WITHOUT WHEELS? They are think- 
ing about it. The "mobile home" producers have perfected 
many laminations and sandwich panel construction methods which 
could be adapted to conventional homes. 








Extent of mobile homes is bigger than most people in the build- 
ing industry think. Reliable estimates are that some 3.5 
million people live in trailer homes. It's said that there 

are 15,000 trailer parks. Fancier trailer parks cater to 
retired couples and people whose children have grown and left 
home . . . a growing portion of today's population. 











Mobile homes are usually sold for 25% down with a maximum 
7-year payment period. (This is similar to financing of many 
so-called "shell" homes, with a paid-up lot substituting for 
the 25% down payment). 








One mobile=-home manufacturer last year had sales of $60 mil- 
lion; another $32 million. The bulk of production for both 
those firms was in mobile homes instead of the smaller travel 


trailers. 





The trailer people have one lesson for the building materials 
industry: Use more prefinished materials, especially those 
which require minimum maintenance. Also, modern gluing methods 
make sandwich (single wall) construction attractive. 





Speaking of prefinished materials, you can expect a new cam- 
paign to market porcelain-enamel-on-steel for homes. That's 
the product used by the Lustron homes a decade ago. A new 
test house by Ferro Corp., porcelein-enamel producer, has been 
built near Cleveland, Ohio, as a prelude to a new promotion 
effort in the home building field. 
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wilh Qualdybilt Wood Windows 


Here's a window line so complete that it’s bound to suit your 
requirements. The Qualitybilt Wood Window line ranges from pre- 
cision-crafted, slimline Casements to the versatile, economical 
4-Ways ... includes the novel Gliders, Double-Hung, and 

Picture Units. If it's quality you want... at a reasonable price. . 
then investigate this full line! There’s a Qualitybilt Distributor 
near you with complete details. See him TODAY, 

or, write us for full information. 

See our catalog in Sweets Architectural and 

Light Construction Files! 


FARLEY & LOETSCHER MFG. CO. 
DUBUQUE, IOWA 


Entrances / Doors / Frames / Sash / Blinds / Casements / Glider Windows / Sliding Doors / Screens / Combination Doors / Storm Sash / Garage Doors 
Mouldings / Interior Trim / Sash Units / Louvers / Kitchen Cabinet Units / Cabinet Work / Stairwork / Disappearing Stairs / ‘Farlite” Laminated Plastics 
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C. Hager & Sons Hinge Mfg. Co. * St. Lovis 4, Meo. 


In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 





Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY 


Rockford, Illinois 
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Look at your floor tile sales...the profit picture is 
better with Ruberoid’s sales-making mirror display 


IT TAKES MORE THAN QUALITY FLOOR TILE Check with your RUBEROID distributor or your local 
TO BUILD A PROFITABLE “DO-IT-YOURSELF” representative for details on the line of Asphalt and 

Vinyl-Asbestos tile now available — and the Mirror 
FLOORING BUSINESS. Display. The RUBEROID Co., 500 Fifth Avenue, New 


York 36, New York. 


That’s why so many dealers have taken on the RUBEROID 
line and show it with the dramatic Mirror Display. They 

find the sale is easier to make when the customer designs Re U Est a R re) é D 
his own floor and sees it to scale—right in the showroom. 


The Mirror Display has everything: the samples, the 
FLOOR TILE 


space, “‘See-It-Yourself” appeal, and the SELL. 


14 Circle No. 93 on Handy Cover Card October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





IP CHOICE 
FOR LOW OVERHEAD 
DELIVERIES 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME BUILDING MATERIAL DELIVERIES ! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That's because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 





are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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ANNOUNCING LOW IN PRICE- america's 
LOWEST-PRICED COMPACT 
THE 1961 | 2: 
What a Falcon saves you on price* ial ara 


could keep your gas tank filled for 
thousands of miles! And there’s 
more savings to come! Main under- 
body members are Zinclad-pro- 
tected against rust and corrosion. 
Front fenders bolt on for ease of 
replacement—cost just $29.95 


each. Insurance is as much as 15% 

less. Aluminized muffler lasts up 

to three times as long as ordinary ROE IS, Te 
types. You save on tires, on brakes, suggested retail delivered prices 

on oil . . . you name it and your 


Falcon saves it! 











ECONOMY 
NEVER HAD 
SUCH STYLE 
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' 1961 Falcon Ranchero, shown here in Montecarlo Red, 
| is available in 8 handsome colors with Color-Keyed 


\ Luxury interiors. 


NEW HIGH-PERFORMANCE 
OPTIONAL SIX! 


For '61 Ford’s new Falcon Ranchero offers a choice of two 
modern gas-saving engines—144 Economy Six and, as an 
option, a new high-performance 170 Six. Both available with 
standard or Fordomatic transmissions. And thanks to the 
simplicity of their proven design, servicingis fast, lowin cost! 


See your Ford Dealer's Certified Economy Book . . . it proves 


FORD TRUCKS COST LESS 








LOW GAS COSTS-over 
30 MILES PER GALLON IN 
CERTIFIED TESTS! 


In certified tests by the country’s foremost in- 
dependent automotive experts, the Falcon 
Pickup with 144-cu. in. Six scored as high as 
38.3 miles per gallon! Average of all tests 
combined—hills and traffic, as well as moder- 
ate speeds on the level—was 30.5 mpg! Low 
oilcosts, too—change it only every 4000 miles! 


® Roomy comfort for 3 husky passengers! 

@ Rides, handles like a passenger car! 

®@ High Falcon fashion inside as well as out! 
®@ Optional Fordomatic Drive available! 


LOW LOADING HEIGHT 


Cargo floor to the ground measures a scant 
25.2 inches... that means easy loading. And 
what a load! The Falcon Ranchero has a full 
800-Ib. load capacity! In its big six-foot box— 
over 7% feet with tailgate flat—there’s room 
to spare for just about any pickup job! You 
can open or close the tailgate with one hand 
...it locks tight and rattle-free automatically! 
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what's the PRICEP 


Consumers added only $168 million to their outstanding in- 
stalment debt in August, compared with $249 million in July 
and $635 million in August last year, the Federal Reserve 
Board reported. 


Housing starts turned up in August, following a long decline 
accentuated in July. However, experts do not view this as the 
beginnings of a housing boom. The underlying trend is still 
down, despite the August rise. 











A gradual decline in price of all species held through Septem- 
ber. Green fir items suffered sharpest price cuts. Std & btr 
green fir 2x4’s slipped $2 to $3 at Canadian mills. 


Utility and economy grades were moving slowly, boards and 
timbers had light demand and green studs continued at low 
price levels. White fir dimension was also weaker. 


Plywood mills were having difficulty holding the $68 a thou- 
sand sanded list and abandoned the $94 list for 46” sheathing, 
which is selling in a $90 to $92 range. 


Current Retail Price Range 


Revetl prices te typical ene-house con- Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 8 
trocters, besed on reperts from leoding North Middle South East North East South Mountain 
declers received every two weeks by Atlantic Atlantic Atlantic Central Central 


Americen Lumberman. 
Low High | Low High Low High Lew High | Lew High High 


LUMBER 
Douglas fir: 


Dimension: 
Sed. & Bir. R/L 2x4 green 
Std. & Bir. R/L 2x4 dry 
Sed. & Bt. R/L 2x10 green 
Sed. & Bor. R/L 2x10 dey 
W. Coast Hemlock, White Fir 
Dimension: 
Sed. & Bir. R/L 2x4 dry 
Sed. & Bre, R/L 2x10 dry 
Western Pine 
Boords: 
Me. 2& Ber. R/L 1x8 dry S45, shiplap 
Me. 3& Br, R/L 1x8 dry S45, shiplap 
Southern Pine 
Dimension: 
No. 2.& Br. R/L 2x4 dry 
No. 2 & Bir, R/L 2x10 dry 
Boards: 
No. 2& Btr, R/L 1x8 dry S45 or 
D&M of shiplap 
Hardwood Flooring 
Select ook 25/32" x 2%" plein sowed 
No. 1 Com. ook 25/32" x 24" pl. som, 
Interior Softwood Paneling 
No. 2 penderose pine R/W 
Wood Siding 
Redwood clear ol! heart bevel siding 
3/4" « 10" 
“a” codar bevel siding 3/4” = 10" 
Wood Shingles 
Coder shingles $/2 #1 16 - 5X 





PLYWOOD 


Fir, 1/4" DEPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 

Fir, 3/8” DFPA-CD sheathing int. glue 
Fir, 1/2" DFPA-CD sheothing int. glue 
Fir, 5/8" DFPA-CO sheathing int. give 





MILLWORK 

Phil. mahogany (Loven) flush door 
1-3/8" 2-6x6-8 

Birch flush door 1-3/8" 2-6x6-8 

Deuble-hung window 2-4x4-6, setup, 
glezed, weatherstripped, balanced 





BUILDING MATERIALS 


Exterior white point, first grode 9. 
8d common stee! nails Vv. 
Min. wool insulation, full-thick bott " @. 80. . s A ‘ 5 ‘ , . , a 3 
Ceiling Tile 12" x12” 3 4 . , . k \ . s h . \ ‘ tee |) 
1/2” insulating building board ; * t c ‘ js 4 Y 65. 70. . %. . 105, 
25/32" insulating sheathing ; : : ; , \ % b \ ¥ . 5 y . 169.50 
3/8" gypsum wal lboord ‘ ; , 60. 4 F y . ki k : 4 ; 70. 

1/8"' tempered hardboard > 4 ; . ; 3 > . 90. 50. , 100. 35. 105. 133. 4 4 
21S2 thick butt espholt shingles - ; F ‘ . ’ ; . ‘ F . ed ‘ 13.50 6.10+ 11.50 





























*Price rise = +Price decline 
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rahe NEW PROFIT MAKER FROM CELOTEX 


“ , Cota: HUSH-TONE 


SOUND QUIETING CEILINGS 





Exclusive new design! Nearly 1800 micro-drilled perforations in each 
12”x12” unit. Very high acoustical efficiency—N.R.C. range, .60-.70. 
White-as-a-cloud vinyl base finish. 

Now advertised in Better Homes and Gardens, American Home Mag- 
azine, others. To get greatest benefits in extra sales and profits, (1) ask 
for your free complete promotion package (poster, displays, mats, etc.) 
and (2) order beginning stock from your Celotex products wholesaler. 


if it's “by CELOTEX” you get QUALITY... plus! 


THE CELOTEX CORPORATION «¢ 120 S. LA SALLE ST., CHICAGO 3, ILLINOIS 





ANOTHER QUALITY : : STRADE MARK 


SEOLEM OLE, ECum sd .4@3 OL 0L On fm .. 4 


Oi 3 Key be 





Building Products Dealer Sales Pulse 


Marketing Regions (see map on page 18) 


Zone 1 Zone 2 Zone 3 


North Middle 
Atlantic Atlantic 
— 5% + 5% 


—15% — 5% 


South 
Atlantic 
Sales: September ‘60 vs. 
September °59 ; 
Sales: 9 months ‘60 vs. 
9 months "59 ... «ore +15% 
Accounts receivable 
September 30, '60 vs. 
September 30, '59 ... 
Inventory: September 30, "60 
vs. September 30, ‘59 
Next quarter's sales 
estimate 
September weather 


— 5% 


— 6% +15% 
—10% +15% 


— 5% + 5% 
Good Good 


— 6% 


Building materials dealers in zone 6, west south central, join 
those in west north central zone 5 singing the blues about 
business. Housing continues to slump despite an upturn in 
August starts. 

Lumber shipments of 461 reporting mills were 0.3% below 
production for the week ended September 24th while new or- 
ders were 0.4% less than production. Unfilled orders totaled 
27% of gross stocks. 

Further curtailments in fir plywood production were announced 
by northwest mills. Output has been reduced between 31% and 
70% of normal capacity from the former 80% rate. a 
Price weakness has returned in recent weeks. The basic home 
building plywood sheathing panel dipped to $90 or $92 a 
thousand square feet from the $94 list for 46” grade. Sheathing 
accounts for 42% of all plywood production. 

Sanded plywood %4” panels are not as weak in price, but dis- 
counts are reported from the official $68 a thousand price to 
$66 and even $64. A year ago the price was $68. Bright spot 
in building activities is in the Pacific northwest. Dollar 
building volume was up 101% over July in the entire area, 
particularly in Oregon! 

Lumber orders from 113 identical mills reporting to the 
Western Pine Association totaled 82.1 million feet in the week 
ending September 24th, compared with 92.5 million for the 
like week a year ago. Shipments were 83.4 million feet as 
against 95.8 million in 1959 and production was 85.9 million 
feet compared with 101.8 million last year. 


East North 


aoe 
— 8% 


—15% 
—15% 
— 8% 


Zone 6 Zone 8 Zone 9 
West North Meuntain Pacific 

Central 
—20% 


—20% 


Zone 5 
East South 
Central 


Zone 4 


Central 
—18% 


— 8% 
— 8% —10% 


—10% 


— 5% 


—10% 
— 4% 


— 5% + 8% 
—10% —15% — 8% 


—10% — 4% + 4% — 5% 
Good Goed Good Good Good Good 


Meantime, to help speed up home mortgage debenture is- 
sues, the Federal Housing Administration revised its proce- 
dures, effective December Ist. The Federal National Mortgage 
Association also reduced rates on some short-term discount 
notes. Notes of 30-59 days to maturity have discount rates of 
2.45%; 60-89 days, 2.7%; 90-179 days, 2.9%; and 180-270 
days, 3.05%. 
Along that line, Martin L. Bartling, president, National As- 
sociation of Home Builders accused mortgage lenders of refus- 
ing to cut interest rates for reasons of “greed.” He threatened 
that if lenders “unconscionably insist upon maintaining high 
interest rates” and persist in the “deception of discounts,” the 
only recourse left to the housing industry and the public for 
rotection is legislation. 

umber of housing units in the nation increased by a record 
12:5 million in the 10 years to April 1, 1960 to a total of 
58.6 million in the 50 states and District of Columbia. Greatest 
growth was in the west. Only two states, Arkansas and Mis- 
sissippi, registered less than a 2% rise. Florida’s increase was 
95%, Alaska’s 99%. 
Total permit values for the 199 largest cities, ac- 
cording to the 1950 census, rose in August to $654.8 million 
from $646.6 million in July and $633 million for the like 
1959 period. New York City’s building permits led the U. S. 
Total lumber production in the country in the first seven 
months of this year was 20.8 million board feet, down 1.9% 
from the same period last year. Total lumber consumption 
for the first six months was 19.2 million feet, a 3.8% dip. 





Lumber Production Barometer 


38 WEEKS YEAR-TO-DATE, 1960 
PERCENTAGE COMPARISONS WITH 
THE SAME PERIOD LAST YEAR 
(1959 = 100%) 
PER CENT 


120 
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Production Shipments New Orders 


UNFILLED ORDERS AS 
PERCENT OF GROSS STOCKS ON 

SEPT. 24, 1960, & SEPT. 26, 1959 
PER CENT 
-—7— 50 






































This Year Last Year 


Courtesy of Nation! Lumber Manufacturers Association 
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REYNOLOS 


easy living eee dietaneiain 
with Reynolds Aluminum 7; > 


What homeowners want is what homebuilders will buy from you. 
And freedom from maintenance fits today’s modern ideas. 

That means aluminum...Reynolds Aluminum. It means siding, 
shingles, soffits and gutters in handsome baked-on colors. It means 
the windows and sliding doors that complete an all-aluminum ex- 
terior...rustproof, rot-proof, warp-proof. Aluminum ductwork and 
insulation are pre-sold, too...for the operating economy they add 
to maintenance savings. The FHA recognizes that these savings 
may qualify the homebuyer for a larger mortgage! 

The move is clearly toward Easy Living and the low-upkeep 
products that make it possible. So put yourself in line for this 

eng ael Mail the coupon on the back page. Or write to 
ee 18, Virginia. 





Se 


This two-page spread appears with appropriate consumer copy in October HOUSE BEAUTIFUL. Reynolds advertising 
support also includes full color advertisements in all the home-planning magazines and frequent commercials on 
Reynolds new Television show, “HARRIGAN AND SON,” Friday evenings; and “ALL-STAR GOLF” Saturdays, ABC-TV. 





Reynolds goal is to set up 


efficient distribution through 


regular Building Supply Dealers... 


How about you? 


/ revnovos 
This label, identifying quality products 
featured in the “House of Ease,” is your 
guide to extra sales and profits. It is 
your guide to products “pre-sold” to your customers 
by Reynolds national television and magazine advertising 
and dynamic promotions for builders. 
In addition, Reynolds and the Lumber Dealers 
Research Council together have developed an 
exciting exclusive for dealers — a complete 
line of “Independence Homes.” Architect 
designed and engineered for the Lu-Re-Co system, 
these homes feature a complete package of 
aluminum building products and will be backed 
with sustained national advertising and a 
powerful promotion program. 


Mail the coupon below to get complete 
information on these programs. 


REYNOLDS@Q ALUMINUM 


ee ag 


Reynolds Metals Company, Dept. AL, Richmond 18, Va. 


| am interested in stocking and selling aluminum building products. 
Please send me full information. 


(_] “HOUSE OF EASE” PRODUCTS [] “INDEPENDENCE HOMES” 





Name 





Firm 





Address 


State 





City 
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press time 





THIRD ROUND $500 prize winner, M. G. Delay, left, Lester- 
Wiley Lumber Co., looks over the new roof he sold Mr. and 
Mrs. Sam Brunk as part of a $1,700 package remodeling sale 
that began when the Brunks inquired about getting a roof 


leak fixed. 


pees 


ENJO 


YING AN APPLE with P. A. Combellic, Bond Orchard 
manager, is third place $100 prize winner E. C. Schoeneman 
left, Brownson Lumber Co. He sold a fully-insulated prefab 
steel building to Bond Orchard for use as an apple cold stor- 
age warehouse for more than $30,000. 


Here's Salesmanship for You: Dealer Steps Up 
Roof Leak Repair into $1,711 Package Sale 


Big-ticket roofing sale by dealer wins third round in Insu- 
lation Board Institute's Package Salesman contest. Francis 
Smith of Pontiac, Ill., wins grand prize. 


RANCIS N. SMITH is grand 

prize winner of $2,500 cash in 
the overall Insulation Board Institute's 
PACKAGE SALESMAN Contest for 
1960. He is pictured on the cover of 
this issue receiving the award from IBI 
manager Charles M. Gray. 

The manager of F. N. Smith & Son 
lumberyard, Pontiac, lll., won top 
prize in the 1960 contest for his story 
of how he made a sale to convert an 
old-fashioned, two-story house into a 
modern, one-story one. 

Because Smith was first-place $500 
cash prize winner in the contest’s first 
round (see page 44, April 25th A.L. 
issue), his total money awards for the 
year come to $3,000. 

His winning package remodeling 
sale actually began when a farmer 
came in and asked for some dimen- 
sion lengths. Smith offered several 


sound suggestions, gave him unusually 
ee service and ended up with a 
6,100 cash sale of virtually rebuild- 
ing the farmer’s home. 
round winner. By parlaying a 
request to fix a roof leak into a $1,711 
package remodeling sale, M. G. De- 
Lay, Lester-Wiley Lumber Co., Chat- 
ham, II]. wins first-place prize of $500 
cash in the third round of IBI’s 
PACKAGE SALESMAN Contest. 
Bernard Tessler, president, Euclid 
Lumber Sales, Inc., Wickliffe, Ohio 
won the second round. 

Arthur A. Hood, was chairman of 
the IBI judging committee, with co- 
judges H. R. Northup, executive vice- 
president, National Retaii Lumber 
Dealers Association and §. M. Van- 
Kirk, manager, National Building Ma- 
terials Distributors Association. 
(continued on next page) 
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SECOND PLACE $250 prize winner was 
Bernard J. Bush, Central Lumber & Sup- 
ply Co., Inc. shown here with his cus- 
tomer, Mrs. Henry Krumme, Jr., looking 
over fixtures in one of three bathrooms 
included in his $14,425 package home 
improvement sale. 
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NEW PRODUCTS 


OVAL STEEL 
STRAPPING 


Saves you as much as 50 to 80% on strap- 
ping cost. Oval steel strapping gives you 3 
times more the lineal feet per pound with 
equal tensile strength to other types of 
strapping. Write: A. J. Gerrard, 414 Eas? 
Touhy Avenue, Des Plaines, Illinois. 

Circle No, 84 on Handy Cover Card 


COMBINATION » 
OVAL STRAP UNIT 


Model 6004—A compact unit that can cut 
strapping costs as much as 50% is now avail- 
able. Combination includes oval strapping 
tool, mobile dispenser, and oval steel strap- 
ping. Write: A. J. Gerrard, 414 East Touhy 
Avenue, Des Plaines, Illinois. 

Circle 81 on Handy Cover Card 


COMBINATION _ 
ROUND STRAP 
UNIT 


Model 6003—Unit consists of fast operat- 
ing one-stroke wire tying machine, a handy 
strapping dispenser and 10 coils of 18, 
18% or 19 ga. coppered round wire . 

cll at a generous saving. Write: A. J. 
Gerrard, 414 East Touhy Avenue, Des 


Plaines, Illinois. 
Circle 82 on Handy Cover Card 


FULLY 
AUTOMATIC 
WIRE 

TYING 
MACHINE 


Model 3001—Automatically ties up to 26 
cartons, bundles, boxes per minute. Applies 
even tension to various size units. Finest 
construction for years of trouble-free serv- 
ice. Caster-mounted. Top and side air com- 
pression available. Write: A. J. Gerrard, 
414 East Touhy Avenue, Des Plaines, Illinois. 
Circle 83 on Handy Cover Card 








Package Salesman Contest 
(begins on page 25) 





Charles F. Buckland, general line 
merchandise manager, The Celotex 
Corp., chairman of IBI publicity com- 
mittee, pointed out that the contest 
judges chose DeLay’s entry as winner 
from a record number sent in for the 
final round of the 1960 contest. 

Package sale. DeLay’s story of his 
most satisfying remodeling sale de- 
scribed how he sold a new roof, new 
kitchen with insulation board tile ceil- 
ing, two storage closets and roof in- 
sulation. Complete details appear in 
the IBI “Package Salesman” adver- 
tisement in this issue, along with sto- 
ries of seven other cash prize winners 
in the third round. They are: 

$250 cash prize winner. Bernard J. 
Bush, Central Lumber & Supply Co., 
Inc., Seymour, Ind. Bush told how he 
convinced a homeowner and wife they 
would be money ahead if they re- 
modeled their old home rather than 
buy a new one. This successful home 
improvement package sale totaled 
$14,245. 

$100 cash prize winner. E. C. 
Schoeneman, Brownson Lumber Co., 
Wenatchee, Wash. Schoeneman’s en- 
try detailed how he developed a meth- 
od of insulating a prefab steel build- 
ing using insulation board sheathing as 
the key material. He sold four of the 
structures as cold storage warehouses 
for apples at more than $30,000 each. 

$50 cash prize winners. Runners-up 
include James C. Stewart, H. D. Gould 
Co., Middletown, N.Y., Jack Haugh, 
Barr-Thomas Lumber Co., Fairmont, 
W. Va., L. T. Powell, Hoppe Lumber 
Co., Grand Island, Neb., George S. 
Smart, Southport (Ind.) Lumber Co. 
and Paul B. Lyon, G. S. Lyon & Sons 
Lumber & Mfg. Co., Decatur, Ill. 

Bac . A third generation 
lumber dealer, grand-prize winner 
Francis Smith has managed the yard 
for his owner-mother, Mrs. F. Lynden 
Smith, since his graduation from Knox 


Cover Scene 


Grand-prize winner of IBI Pack- 
age Salesman contest is shown on 
the cover of this issue, receiving 
$2,500 check from Charles M. 
Gray, manager, Insulation Board 
Institute, and Art Hood, editorial 
chairman of American Lumberman 
& Building Products Merchandiser. 
Background display shows a por- 
tion of contest entries from dealer 
salesmen in almost every state. 











(Ill.) College. It employs four, grosses 
about $125,000 a year. A branch is 
operated in Cornell, Ill. 

Married and the father of two boys 
and two girls, Smith, 37, is active in 
civic groups and the Illinois Retail 
Lumber and Materials Dealers Asso- 
ciation. When asked what he intends 
to do with $3,000, he. said: 

“As a matter of fact, | may just 
make a package sale to myself. The 
front of our home in Pontiac has 
needed remodeling for a long time. 
Now I guess I can afford to take care 
of it.” 

Smith pointed out that ever since 
he became involved with IBI’s Pack- 
age Salesman contest, he has been 
more alert to benefits of package sell- 
ing—“and not just the cash prizes 
either.” he said. 

“Every time a customer comes into 
the yard for a small pickup order, I 
find myself automatically asking what 
project he has in mind—I inquire if 
I can be of help. This simple tech- 
nique has really paid-off by turning 
up opportunities for larger sales.” 


IBI member companies sha 
sorship of the 1960 contest incl 


in spon- 
: Abitibi 
Corp., Detroit; Armstrong Cork Co., Lan- 
caster, Penna.; Barrett Div., Allied ag 


cago; "Certain-teed Products Corp., Ardmore, 
Penna.; The Flintkote Co., New York; Insu- 


lite Div., Minnesota & Ontario Paper Co., 
panes: Johns-Manville Sales Corp., 
New York; Kaiser Gypsum Co., Oakland, 
Calif.; National Gypsum Co., Buffalo; Pio- 
neer Div., The Flintkote Co., Los eles; 
Simpson Logging Co., Shelton, Wash.; U. S. 
errame De, Chicago; and Wood Conversion 
o., St. Paul. 


ee Cer Dios Se RarmnAT 


CHICAGO, ILL. 
—Philip H. W. 
Creden, 57, direc- 
tor of advertising 
and public rela- 
tions for the Ed- 
ward Hines Lum- 
ber Co., died Oc- 
tober 6th crak 
ing a heart attac 
while waiting for Phil Creden 
a commuter train near his home in sub- 
urban Glenview. 

A well-known industry leader, Cre- 
den was one of the founders of the Na- 
tional Retail Lumber Dealers’ Associa- 
tion Exposition. At the time of his 
death, he was busy as Exhibit Chair- 
man of the San Francisco Exposition. 


He was also active in the National 
Lumber Manufacturers’ Association 
and the Home Improvement Council. 

He was secretary and a director of 
the Ponderosa Pine Woodwork Asso- 
ciation as well as chairman of the ad- 
vertising committee. A tireless worker 
in behalf of the industry, Creden also 
was in great demand as an industry 
speaker. 

Creden was born in Sydney, Nova 
Scotia and attended Massachusetts In- 
stitute of Technology. He became ad- 
vertising director of Hines in 1938. 

Mr. and Mrs. Creden recently cele- 
brated their 30th wedding anniversary. 
Other survivors include a son, Philip; 
a daughter, Mrs. David Ellis; and 
three grandchildren. 
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Nixon States His Views On 
Imported Products Problem 


Presidential candidate, replying to a spokesman for the 
hardwood plywood industry, says reciprocal trade program 
must be administered to prevent ‘‘serious injury to American 


jobs and industries.” 


Richard M. Nixon, Republican 
presidential candidate, in a statement 
to the Hardwood Plywood industry, 
went on record in support of eliminat- 
ing “unjustifiable trade barriers” while 
preventing “serious injury to American 
jobs and industries.” 

Both presidential candidates were 
asked to state their views on imports 
with specific attention to hardwood 
plywood in identical letters written 
by Walter A. Stilley, Jr., Stilley Ply- 
wood Corp., Conway, S. C. No reply 
was received from Kennedy. 

In his letter, Stilley asked: 

“Would you favor and work for 
some amendment to the Reciprocal 
Trade Act that would, at least, save 
the most efficient units of any indus- 
try who face liquidation or bankrupt- 
cy, due to the fact that imports have 
captured 50% to 75% of their mar- 
ket? 

“Would you favor and work for an 
amendment that would protect the 
American wage scale, using man hour 
production of the most efficient units 
of any given industry as a guide? 

“Many small and medium-size in- 


dustries have been forced to close. 
Others are just hanging on hoping 
that the old American idea of equal 
treatment. and fair play will once 
again be given some consideration.” 

Nixon’s reply. Replying to the Stil- 
ley letter, Nixon said: 

“In our relations with foreign na- 
tions, we must develop a trade policy 
that recognizes not only the broad 
goals of American foreign policy, but 
the objectives of our domestic indus- 
tries as well. 

“We must be sure that the reciprocal 
trade program, in reducing unjustifi- 
able trade barriers, is administered in 
such a way as to conform to the prin- 
ciple of prevention of serious injury 
to American jobs and industries. This 
principle is assured by the ‘peril point’ 
and ‘escape clause’ provisions in exist- 
ing legislation. 

“I appreciate the fact that a num- 
ber of industries, including the Hard- 
wood Plywood industry, have appealed 
unsuccessfully to the Tariff Commis- 
sion for relief. In its appeals, the Hard- 
wood Plywood industry was found not 
to qualify for relief under the provi- 





Find “Gold” In Your Operating 
Statement at NRLDA Exposition 


How can the progressive retail 
building materials dealer reverse the 
downward profit spiral? 

Ira Fields, a certified public ac- 
countant, who has worked on the 
various financial and accounting prob- 
lems of lumber dealers for many 
years, will give his answer to this 
question at the NRLDA convention 
in San Francisco at the Fairmont 
Hotel, Monday, November 14th at 
8:15 a.m. 

“There’s GOLD in Your Financial 
Statement” is the title of his talk. It is 
one of three scheduled on the man- 
agement clinic program, “How to Use 
Money, Machines and Manpower for 
Efficient Financial Management.” 

In his talk, Fields will explore the 
basic reasons for a poor profit show- 
ing and show what corrective action 
should be taken. He will show how a 
properly prepared operating | state- 
ment may be used to determine next 
year’s method of operation. 

Besides analyzing the orthodox type 
of operating statement, Fields will 


present a_ streamlined statement, 
which he describes as a “useful tool 
in understanding the real ‘guts’ of a 
retail lumber operation, so planning 
can be done more scientifically.” 
Guideposts of which every business- 
man should be aware will be re- 
viewed. 

Fields, who has contributed articles 
on financial management to Ameri- 
can Lumberman, is a partner in the 
certified public accounting firm of 
Fields and Fields with offices in Chi- 
cago and San Francisco. 

James Gee, president, Gee Com- 
pany, Chicago, will be dealer chair- 
man of the program and Theodore I. 
Hunsaker, executive secretary, Lum- 
ber Trade Association of Greater 
Chicago, will be program manager. 

Other participants besides Fields 
are Logan A. Boggs, Burroughs Cor- 
poration, Detroit, “Historical Ac- 
counting is Obsolete!” and Andrew 
J. Watt, vice-president of sales pro- 
motion, U. 8. Gypsum Co., “Financial 
Management Can Be a Teamwork 
Affair.” 
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sions of the legislation as it is now 
drawn. 

“The Republican Platform reflects 
my personal conviction that the provi- 
sions of the Trade Agreements Act 
designed to safeguard American in- 
dustry must be effectively adminis- 
tered. 

“While the Platform supports our 
trade policy of negotiating to open 
foreign markets to American prod- 
ucts, it also recognizes the need for 
avoiding undue hardships to American 
industry. It further pledges to encour- 
age the development of fair labor 
standards in exporting countries in the 
interest of fair competition in inter- 
national trade. 

“It is my belief that these intentions 
should be carried out.” 





MSU Holds Softwood Course 

East LANSING, Micu.—The fourth 
annual Softwood Lumber Course— 
only one of its kind in the country— 
will be held at Kellogg Center for 
Continuing Education, Michigan State 
University here, December 5-9. Up to 
75 enrollees will be accepted for the 
five-day course at a registration fee 
of $40 each. 





Paneling Sales Increased 100%, 

ADDISON, ILL.—Rittmueller Lum- 
ber Co. was one of eight promotion- 
minded retail building materials firms 
to recently win $500 each in U. S. 
Plywood Corp. stock as a reward for 
their Weldwood vacation-time projects 
merchandising. 

As an attention-getter in the nation- 
wide promotion, dealer Adolph Ritt- 
mueller and his sister Martha, co- 
owners of their firm, used the hand- 
some Weldwood display pictured 
above, which he designed and built. 

The dealer-built display item is 
on rollers and easily transported to 
any area of Rittmueller’s showroom. 
Its four sides are interchangeable for 
easy showing of 26 room arrange- 
ments featuring various panelings, 
woods, ceiling and floor tiles. 

“We find our display has boosted 
our Weldwood prefinished paneling 
sales by 100%,” reports Rittmueller. 
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|Diebesleles 
Companies 
Standardize 


on the Friden 
‘Grivetieiness 


Lumber calculations are complicated. Yet the Friden sails through them like a 
power saw through soft pine. The reason is simple: Friden is fully automatic. 
It thinks its way through, remembers factors, leads the operator. (And what the 
machine does automatically, the operator can’t do wrong.) 


Get the full story from your Friden Man. In ten short minutes, he can show 

you why the Friden SBT Calculator is aptly called “The Thinking Machine of 
American Business.” See for yourself why the Friden 
has become standard equipment in so many lumber 
companies throughout the nation. 


THIS IS PRACTIMATION: Automation at the source. 
Automation so hand-in-hand with practicality there can 
be no other word for it. 

SEND FOR THIS FREE BOOKLET: “LUMBER CALCULATIONS MADE EASY” 


vid 22 pages of immediately useful figuring facts for lumbermen. 
Write: Dept. AL, Friden, Inc., San Leandro, California. 


riden 


SALES. INSTRUCTION, SERVICE THROUGHOUT THE U.S. AND THE WORLD 


© 1960 FRIDEN, INC, 





MEN /n the news 


* Munroe Fearing has been named 
marketing manager, Long-Bell Div., 
International Paper Co., New York. 
As coordinator of all sales activities, 
he also retains general management 
responsibility in the retail yard and 
wholesale distribution warehouse divi- 
sions. 


* E. J. Carow, distributor sales man- 
ager, Decorative Panelyte Div., Kala- 
mazoo, Mich., has been promoted to 
division marketing manager by St. 
Regis Paper Co. W. R. Sievert has 
been appointed assistant general sales 
manager for the division with respon- 
sibilities in distributor and direct sales. 
K. V. Swonsen remains general sales 
manager. 


¢ A. Earl Lee, marketing coordinator, 
has been named vice-president and 
head of the newly-created J. I. Case 
Co. Marketing Div., Racine, Wis. 


* The Philip Carey Mfg. Co., Cin- 
cinnati, Ohio, announces the appoint- 
ment of Graham H. Milner as mer- 
chandising manager of Miami-Carey 
products. 


° W. W. “Bill” Wittmack has been 
appointed vice-president in charge of 
marketing aluminum building prod- 
ucts of Wepco, div. of The Weather- 
Proof Co., Litchfield, Til. 


* Formica Corp., sub. of American 
Cyanamid Co., Cincinnati, Ohio, an- 
nounces the appointment of Albert L. 
Munsell as general sales manager. 


* William W. Morrisey has been ap- 
pointed marketing director by The 
Lau Blower Co., Dayton. 


* Donald E. Cluck has been named 
to the newly-created post of general 
sales manager, Trade Paint Div.. 
W. P. Fuller & Co., San Francisco. 


* William C. Brewer has been named 
to supervise advertising and sales pro- 
motion activities for the firm’s Indus- 
trial Truck Div., Hyster Co. 


Manual Lists Manhour Costs 

Houston—A new manual by 
John S. Page gives the reader an ac- 
curate, convenient method of estimat- 
ing direct labor for complete general 
construction work in any given system, 
plant or location. Scores of manhour 
tables with easy-to-use listings offer 
the reader a dollar and cents perspec- 
tive into field labor costs. Estimator’s 
General Construction Manhour Man- 
ual, Gulf Publishing Co., Dept. AL, 
Box 2608, Houston 1—price $10. 
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1° SR ee, ‘oe aE. Dea Rok 


Familiar ICOHH leaders are shown before 
the Gurdon monument which marks the 
birthplace of the order. Left to right: R. W. 
“Dick” Scott, Vancouver, B.C.; Robert E. 
Gallagher, Albuquerque, N.M.; Ernest L. 
Wales, Spokane, Wash.; Clifford H. Schor- 


6 i LOS ORE Rah Maa A ILO et i th I li Biles Be 
ling, Kansas City, Mo.; Ormi Lance, Chi- 
cago; rg 4 F. Partridge, Minneapolis; John 
Egan, St. Paul; Lynn Boyd, Pampa, Tex.; 
Martin Wiegand, Sr., Washington; Ben 
Springer, Milwaukee; and Art Hood, Chi- 
cago. All except Partridge and Lance are 
past Snarks of the Universe. 


Hoo-Hoo Celebrates 69th Anniversary 


Hot Sprincs, Ark.—Four hun- 
dred delegates and their wives gath- 
ered here September 19th for the 
International Concatenated Order of 
Hoo-Hoo annual convention. Ross 
Kincaid, executive director, Western 
Retail Lumbermen’s Association, key- 
noted the meeting. 

Ernie Hammerschmidt, Hammer- 


was elected new Snark. Frank Langley, 
Dierks Forests, Inc., general chair- 
man and presiding officer of the con- 
vention, was elected to the Supreme 
Nine. 

Kincaid pointed to Hoo-Hoo as the 
sole local, national or international 
organization that cuts across every 
sector of the wide-flung lumber in- 


every branch. He challenged the fra- 
ternity and its clubs to lead the local 
follow-through on various promotional 
plans of the Wood Councils and Forest 
Products Week. 

The international flavor of the meet- 
ing was emphasized by the unusually 
large delegation from Canada. These 
highlights marked the sessions: 

* A three-hour meeting on Wood Pro- 
motion in which delegates from the 
U.S. and Canada vied in relating roles 
of development activities in and for 
forest products. Donald Lockhart, 
editor, Timber of Canada, moderated 
the panel. 

* A pilgrimage to the order’s birth- 
place at Gurdon, Ark. to rededicate 
the ICOHH monument (see photo). 
John Egan, Wood Conversion Co., St. 
Paul, a former Snark, made the de- 
dicatory address detailing many of the 
achievements in the long history of 
Hoo-Hoo. 

* The Gurdon Hoo-Hoo club enter- 
tained the delegates at a twilight bar- 
becue following a trip through the 
Gurdon Lumber Co. flooring mill. 

* Another three-hour session was de- 
voted to Forest Products Week, Octo- 
ber 16-22 (first suggested by Vance 
publication Wood and Wood Prod- 
ucts). The week was formally rec- 
ognized by both the U.S. and Cana- 
dian governments. (See President Ei- 
senhower’s proclamation, AL. <& 
B.P.M., October 10th.) 

Under the direction of three cru- 
saders for FPW (Jack Berry, Sacra- 


schmidt Lumber Co., Lombard, IIL, dustry and embraces members from 





MORE SELL 
WITH LESS 
PERSONNEL! 


Spacemarter 


All-Metal 
Island Merchandising Unit 


Write for complete details! 
Mail coupon today! 


An entire weatherproofing department shown in just 8 ft. x 31% ft. of floor area! + Holds 
and merchandises everything from calking guns to sealing compounds . . . weather- 
stripping to house numbers! « Slotted end frames permit four-sided merchandise arrange- 
ments! « Instantly adjustable diamond-perforated metal shelves accommodate all types 
and sizes of merchandise! « Shelves may be used horizontally, vertically or in inclined 
position! « Versatile island unit for easy seasonal or special promotional change overs! 
« Entire unit can be assembled in minutes—without any special tools or skills! 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 

AND SHOWROOM: AND SHOWROOM: AND SHOWROOM: 
fe 225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. 

NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 14, CALIF. 


REFLECTOR HARDWARE CORP. 
Dept. AL-10 

1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 


Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 


NG s cis venience Position...... 
Firm Name 
Address..... 


DO xcekcthkakaesotnaennss ; 
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Hoo-Hoo Celebrates 
(begins on page 29) 





mento, Calif., Dick Scott, Vancouver, 
B.C., Leslie McKimmie, Toronto), club 
after club reported the story of varied 
activities for celebrating FPW. 

Dierks Forests, Inc., helped make 
the convention a success by conduct- 
ing a trip through its new Mt. Pine, 
Ark. plant, offering entertainment and 
holding a cocktail reception for the 
new Snark. 

The following named were elected 
to the Supreme Nine for 1961: 

Jurisdiction 1, George McKnight, 
Boston; 2, Ed Roche, Chicago; 3, Ed 
Wade, Eugene, Ore.; 4, Carlton Smith, 
Memphis; 5, Harvey McDiarmid, Van- 
couver, B.C.; 6, Harvey Koll, Los 
Angeles; 7, Frank Langley; 8, Ben 
Lantz, Omaha; and 9, Gene Madden, 
LaPlains, Va. 


SS&DJA Fall Meeting 

MEMPHIS, TENN.—The 2Ist an- 
nual fall meeting of the Southern Sash 
& Door Jobbers Association has been 
set for Nov. 13-15, at The Greenbrier, 
White Sulphur Springs, West Va., ac- 
cording to an announcement by Thom- 
as Birchfield, secretary-treasurer of 
the association. 


1,000 Dealers Join BH&G Sales Plan 


NewTon, lowa—Denniston & Part- 
ridge Company’s local lumberyard 
became the 1,000th building materials 
outlet to order Better Homes & Gar- 
dens Idea Center program, a new 
merchandising and sales promotion 
plan. 

The three-month-old Idea Center is 
a continuing program produced in 
cooperation with National Plan Serv- 
ice. It is designed to afford the build- 
ing materials dealer an opportunity to 
use his store as a project and product 
center for consumers. BHG set an 
original goal of signing 1,000 dealers 
the first year. 

The Idea Center is a compact 
“browsing room” display unit, 72’ 
tall, 4° wide and 30” deep. It is 
topped with an illuminated header that 
doubles as a night light. It is stocked 
with BHG editorial and advertising 
and NPS idea material. The center 
features a new book, Better Homes & 
Gardens Portfolio of Ideas for Your 
Home. 

The first 40 pages of the book con- 
tain new home designs, the remainder 
an idea presentation of remodeling 
ideas. The last page is a pocket for 
lists of ad literature with forms for 
ordering it. 

A major promotion package is pro- 


HOMER W. DENNISTON, seated, Dennis- 
ton & Partridge Co. president, discusses 
the signing of his Newton, lowa lumber 
outlet as the 1,000th to enroll in Better 
Homes & Gardens Idea Center merchan- 
dising program with Charles D. Dennis- 
ton, advertising manager. 


vided annually. In addition, special 
promotion packages will be provided 
every six months. A list of the par- 
ticipating dealers will appear in BHG 
every three months. The entire pro- 
motional package costs $179.50. For 
further information, write Merchan- 
dising Manager, National Plan Service, 
Inc., Dealer Merchandising Service, 
Dept. AL, 1700 W. Hubbard St., Chi- 
cago 22. 
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NOW AVAILABLE 
IN QUANTITY 








GOLD PLY 
PLYWOOD 


PICKERING LUMBER CORPORATION 





Manvtacturers Of Quality Forest Products 
Phone: (Sonora) JEfferson 2-7141 
(Tuolumne) WAinut 8-4213 
TWX: SNRA 116-U 
Mills: Standard, Calif., & Tuolumne, Calif. 





Welcome, lumbermen, to the 1960 NRLDA 
Show in San Francisco. We'll be pleased 
to visit with you at our booth #535 in 
Brooks Hall at the Civic Auditorium. 








Member Douglas Fir Plywood Assn. and Western Pine Assn. 
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TWO EACITING, 
NEW BORDEN 
PRODUCTS 


by the makers of Elmer’s Glue-All 


WILL BE 
INTRODUCED 
TO ALL 
AMERICA 


/ 
and other 
leading 
magazines 
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PORTINITY# 


Elmers. 
Floor Grip ¥ 


the newest Borden product 
that belongs in 
50 million American homes! 





Apply, let dry—and see the won- 
derful way it keeps scatter rugs from 
skidding and slipping. It’s the best 
thing that ever happened to the 
back of a rug. Who says so? House- 
wives do! Elmer’s Floor Grip has 
been pre-tested and proven by ac- 
tual use in homes. It’s easy to ap- 
ply. It sticks to the rug, not to the 
floor. And it’s non-flammable, 
harmless to all surfaces. Comes in 
two handy, plastic squeeze-bottle 
sizes: 4-ounce and 8-ounce. Sug- 
gested retail prices: 59¢ and $1.00, 
respectively. Packed in attractive, 
help-yourself display trays. The 
market: 50 million homes. 


SPECIAL 
INTRODUCTORY 
OFFER FOR 
LIMITED TIME 
ONLY! 


(now through Nov. 18, 1960) 


ORDER anytime from right now 
through Nov. 18 and you save. Order 
12 of the 4- and/or 8-ounce size of 
Elmer’s Floor Grip but pay for only 11. 
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NEW pRows 


Elmer’ § 
Epoxy Glue 


the new wonder-glue GLU E 


+ ae Sg wdming wow vou CAN GLUE METAL, GLASS PLASTIC AND OTHER NON POROUS 
1 

hobbyist and home 

handyman market! 


The miracle of glues, Elmer’s : igs <= GLASS 
Epoxy is almost too good to be Y mpl f ; 

true. It’s the “stickingest’”’ glue 

that ever bonded non-porous sur- 

faces. The molecules of the epoxy ) 24 ; 

bond with the molecules of the sur- “ED AMI 2 MARBLE 
faces to be repaired. It works on = 

metals, china, tile, glass, pottery, 

wood, leather, marble, concrete, 

brick, fabrics, rubber and most 7 j 

plastics! And it dries clear, strong MTNA 0 ‘ BfALuwinun 
and waterproof. Colorful twin tubes ; a : 

on attractive “‘take-me-home’”’ blis- 

ter cards are packaged for space- 

saving display—and fast turnover. 

Suggested retail price: 98¢. 


§ MATERIALS 


Order 12 Elmer’s Epoxy Glue but 
pay for only 11. Take advantage of 
this make-more-money special now. 
You know the selling’s fine with the 
Elmer line. See what these two new 
Borden products will do for you, in 
addition to the big profit opportuni- 
ties with famous Elmer’s Glue-All. 
The Borden Company, Dept. AL100, 
350 Madison Avenue, New York 17, 
N. Y. (Also available in Canada— 
P. 0. Box 610, Toronto.) 

Place your order today with your reg- 
ular source of supply. 


if it’s BORDEN’S it’s got to be good! 
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* Only 


AMERICAN-MADE HARI 


delivers 


in every shipment! 


K pi Us antes in Q 


& Abitibi Corporation, Detroit, Michigan Georgia Pacific Corporation, Portland, Oregon 
Edward Hines Lumber Company, Chicago, illinois 


a) Evans Products Company, Corvallis, Oregon C) Superwood Corporation, Duluth, Minnesota 
7] Forest Fiber Products Company, Forest Grove, Oregon Q United States Gypsum Company, Chicago, I/linois 
© Weyerhaeuser Company, Tacoma, Washington 


Masonite Corporation, Chicago, //linois 
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DEPENDABLE SERVICE 


... keeping you always in stock, with balanced 
inventory. Your American producer knows your 
individual delivery and product needs and has 
the ability to meet them. 


CONSISTENT HIGH QUALITY 


... assuring you top quality end products every 
time. You have no worry about customer com- 
plaints, because your American producer puts 
his reputation behind every shipment. 


TECHNICAL SUPPORT 


... helping to establish you as an authority 
and leader in your community. Your Amer- 
ican producer constantly works to bring you 
more business ard profit. 





tT the mplete Plus Value’ story 


“crwefm AMERICAN HARDBOARD 
ASSOCIATION 


205 W. Wacker Drive Chicago 6, Illinois 
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MODERN STORE DESIGN was created by architects Bolton McBryde and William R. Frizzell. 
Firm also received professional help in laying out the yard for warehouse storage and mate- 
rial handling. 


Store, Yard for Top-notch Efficiency 


One-stop consumer, remodeling sales is goal of Frizzell 
Lumber's professionally-designed layout in Fort Myers, Fla. 


Fort MYERS, FLA. 

ESIGNED by an architect, the 

new store and warehouses of 

the Frizzell Lumber Co. is attracting 

attention throughout this area. The 

new $250,000 layout was opened last 

June. It occupies a city block. Overall, 

it runs 582 feet long and 272 feet 
wide. 

It is a model for the one-stop re- 
tailer who sets out to control con- 
sumer hardware pickup as well as 
package building materials sales and 


SALES FLOOR, which was merchandised by Tampa wholesale 
hardware firm, indicated wide variety of merchandise avail- 


able in 22 depcrtments. 


36 


home planning from a modern store. 
It’s also a model of mechanized ma- 
terials handling. 

Emphasis is on consumer business 
and remodeling in particular, backed 
by strong advertising. But, the con- 
struction business is not ignored—Friz- 
zell Lumber is fabricating roof trusses 
and jigs have been set up to fabricate 
wall partitions. 

Although many items have been 
added for walk-in and homeowner 
trade, the special sales push will be on 


department. 


remodeling, according to Carl A. 
Walker, manager. The firm will han- 
dle the whole package and will use its 
own crew on many jobs. It will apply 
DSC (Dealer Sales Control) to almost 
all building markets. 

In addition to the basic lines of 
building materials, the 8,000-sq. ft. 
sales area includes an automatic paint 
mixing machine as part of an enlarged 
paint department, in addition to plumb- 
ing and electrical accessories. 

(continued on page 38) 


EVERY ITEM is price-marked for self-selection with a checkout 
counter up front. Sales lady handles giftwares and housewares 
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NEW STORE LAYOUT AREA at Frizzell Lumber is 66’4’’x PROPERTY LAYOUT shows relationship of store to warehouse, 
yard. 
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WALL MURAL reflects the 
Florida west coast at- 
mosphere. This is the 
home and remodeling 
planning center area. 





TWIN-TREE STORAGE for fast, 
efficient lumber handling has 
loading trees 17’ high. Shed 
is 60’ wide and 180’ long. 
This is next to new steel-frame 
structure for general building 
materials storage. 
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UNLOADING PLATFORM, freight-car height, makes is possible 
to quickly transfer unit loads from cars to the warehouse. 





Top-notch Efficiency 


(begins on page 36) 





The 22 major departments include: 
lumber, building materials, paint, 
paint-sundries, hand tools, power tools, 


VISITING SALESMEN like the new Friz- 
zell layout because of the air-condi- 
tioned room, telephone-equipped, espe- 
cially for them. 


38 
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FREE PLANTS! 


les To The Fest 














e COME! SEE! 
, SHOP And 
SAVE! 


SPPCIAL— TAUCK LOAD SALE amber 
675 RTT, Oe 


Sin kehe hh een 


~ FREE! 




















LUMBER COMPANY 


262) Fowler Street 





FRIZZELL 








ADVERTISED SPECIALS helped pull over 2,500 to the four-day 
open house last June for the Fort Myers, Fla., building ma- 


terials company. 


rental tools, hardware, fasteners; elec- 
trical, plumbing and galvanized ware; 
cleaning and laundry supplies; out- 
door living supplies; house furnishings 
and housewares; small electrical ap- 
pliances and giftwares. 

A lounge area with comfortable 
chairs and coffee table will be used as 
a home planning center. In addition 
to handling their own jobs. Frizzell 
Lumber Co. aids home repair com- 
panies in securing financing and ac- 
tively sells materials to these firms. 
Frizzell offers limited drafting service. 

Help in merchandising the new lay- 
out was given by I. W. Phillips & Co., 
a hardware wholesaler in Tampa. 
All items are price-marked and de- 
partmentalized and every major de- 
partment is numbered for fast con- 
sumer service. A checkout counter is 
located at the front of the store. 


Radio, newspaper and TV _ adver- 
tising is being used to step up interest 
in the new store, one of three operated 
by the Frizzell interests. Two others 
are located in Punta Gorda. An ad- 
vertising budget is being established 
for the first time in the 10-year history 
of the firm. It is 1% of estimated gross 
sales with 2% allocated to hardware 
and store items. 

Serving a county-wide area with 
limited deliveries in three other coun- 
ties, the firm has 23 employes with 


three new ones added for the new 
store. One outside salesman is active 
in contractor sales and new home 
construction. 


One store innovation is a special 
air-conditioned room for the conveni- 
ence and comfort of manufacturers’ 
representatives. 


Modern yard layout. Profession:! 
help in yard layout was secured 
through U. S. Gypsum consultants, 
Warehouses include one all-steel rigid 
frame building 80’ wide and 180’ 
long for plywood, bagged goods and 
general building materials. A tree-type 
lumber shed is 60’ wide and 180’ 
long. There are two loading trees 17’ 
high and a 20’ aisle between the 
trees. 


The firm is building roof trusses, 
using 4-8 men in the shop, and selling 
the output primarily for new homes. 


Walker reported the firm is working 
on a kd kitchen cabinet system, which 
should be well received in the area, he 
feels. He doesn’t plan to sell appli- 
ances. 

Complete conversion from a yard 
with no mechanical handling equip- 
ment to one aiming for maximum 
efficiency has been a rewarding ex- 
perience, Walker feels. Parking for 
45 cars is available in the hard-paved 
yard. 
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HOUSTON SHELL & CONCRETE hauls heavy loads of ready-mix concrete the economical 
way—with a fleet of Macks. This B-60, on duty at the Port of Houston, prepares to pour 
concrete into bucket, which will then be lowered into construction site by dragline. 


To meet precise pouring schedules, 


Houston Shell & Concrete relies on MACKS 


In the Houston industrial and seaport 
area, Houston Shell & Concrete handles 
both large and small ready-mix concrete 
deliveries to widely scattered job sites. To 
do this most efficiently—to get the loads 
in and the trucks out on schedule—the 
company relies on Macks. 

The result has been minimum truck 
downtime, rock-bottom operating and 
maintenance costs. On the job, depend- 
able Macks maintain mixer schedules 
without costly interruption. No matter 


how sticky the terrain, Mack Balanced 
Bogies with Power Dividers have pro- 
duced the sure-footed traction that keeps 
trucks moving. 

This is the kind of performance you can 
count on from Macks. There’s a Mack 
to haul your load more economically 
and more efficiently. With the trend to- 
ward maximum efficiency from every piece 
of hauling equipment, can you afford to 
be without Macks? For more evidence of 
their on-the-job superiority, call your Mack 
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branch or distributor. He’ll be glad to give 
you the names of satisfied users in your 
area. They'll tell you about Macks. Mack 
Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd.,Toronto, Ontario. 
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Make extra profits 
on every sale of cement 


You can make only a partial profit when you do not 
sell American Welded Wire Fabric with every order 
of cement. All permanent concrete needs good rein- 
forcement—that’s your chance to make a bonus profit. 
By selling American Welded Wire Fabric. American 
Welded Wire Fabric adds 30% to the strength of slab 
concrete. It’s a smart investment—your buyers want 
it. And it’s a good profit item for you. 

It’s easy to sell and we can help. A nationwide campaign 
is now premoting the sale of American Welded Wire 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Stee! Division, San Francisco, Pacific Coast Distributor 
Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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Fabric. To generate local interest, American Steel & 
Wire will send you a free merchandising kit to help 
you tie-in with this campaign. This kit includes ad 
mats, brochures, and direct mail pieces. It will boost 
your sales of this quality reinforcement. Clip the 


coupon and send it in right now. 
USS and American are registered trademarks 


(iss) American Welded Wire Fabric 


American Steel & Wire 

Dept. 0445, 614 Superior Ave., N. W. 

Cleveland 13, Ohio 

Rush me a merchandising kit, today, that will help me make extra 
sales and extra profits on American Welded Wire Fabric. 
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Francis N. Smith Wins 


IBI $2,500 
GRAND PRIZE! 


% By ARTHUR A. HOOD 


e | Chairman, Judges Insulation Board Institute 


Art Hood 


Francis N. Smith wins the $2,500 
Grand Prize in the Insulation Board 
Institute's PACKAGE SALESMAN 
Contest for 1960! 

Smith, manager of the F. N. Smith & 
Son lumberyard, Pontiac, IIl., won the 
Grand Prize with his PACKAGE 
SALESMAN Contest entry which told 
his story of how he made a $6,100 re- 
modeling sale which converted an old- 
fashioned, two-story farm house into a 
modern, one-story home. Smith was 
the first-place, $500 cash-prize winner 
in the first round of the Insulation Board 
Institute’s contest, so his total cash 
winnings amount to $3,000. 

My co-judges, Mr. H. R. Northup, 
N. R. L. D. A., and Mr. S. M. Van 
Kirk, N. B. M. D. A., and myself were 
amazed at the increasing quantity of ex- 
cellent package sales stories as the con- 
test progressed. The number of entries 
in the second round of the contest was 
double those in the first contest, and the 
number in the third contest doubled 
those in the second round. It was 
extremely difficult to pick the Grand 
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PACKAGE SALESMAN CONTEST 


Prize winner from the outstanding 
entries of the three finalists, and this 
was equally true in choosing between 
all the runner-up winners. 

Some of my dealer friends already 
have inquired, ‘‘But, Art, if all the 
entries are so good, how do you decide 
among them?” A fair question, and 
here is my answer: 

Each judge used the same point-scor- 
ing system which was devised to objec- 
tively and fairly consider the various 
types of sales. The highest point ratings 
were given to these factors of a package 
sale: (1) The salesman found out what 
the customer really wanted; (2) He 
created desire in the customer for the 
package; (3) He made the sale against 
competition or he actively kept com- 
petition out of the sale; (4) He increased 
the sale far beyond the initial potential ; 
and, (5) He made this sale lead to other 
sales. Other factors considered were: 
(1) The salesman got his own lead; (2) 
He showed the customer how to do it 
or sold him labor and supervision; (3) 
He provided plans or planning service; 


Advertisement 


Francis N. Smith 


(4) He arranged financing if necessary; 
(5) He skillfully closed the sale; and 
(6) He gave adequate on-site follow-up 
service. 

As an active advocate of package 
selling for 31 years, I again want to con- 
gratulate the Insulation Board Institute 
and its fourteen member companies for 
sponsoring the PACKAGE SALES- 
MAN program which has so perfectly 
spotlighted the actual benefits and 
techniques of package selling for our 
industry. 

Dealer salesmen from virtually every 
state in the union were represented in 
the contests with dozens of different 
types of package sales ranging in price 
from $30 to $400,000. The fact that 
package selling is the key to progress 
in profits for the retail building mater- 
ials industry was proven hundreds of 
times over. 

The PACKAGE SALESMAN Con- 
test also has proven that every dealer 
and dealer salesman can be and should 
be a package salesman. Package sales 
opportunities for you abound! 
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Parlays Roof Leak Call into $1,711 Improvement Sale 


By taking time to discover the customer’s real desires, Salesman DeLay sells his way to 


a new roof and kitchen remodeling 
By M. G. DeLAY 
Lester-Wiley Lumber Co. 
Chatham, Ill. 


2 “LADY OF THE HOUSE, Mrs. Sam Brunk, wanted to ask 
« about a new storage closet (I sold two with sliding doors and 
walls of insulation building board)... 
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From a call concerning a roof leak (a $10 repair job), Pack- 
age Salesman M. G. DeLay, Lester-Wiley Lumber Co., 
Chatham, Ill., developed a $1,711.33 remodeling sale which 
included a new roof, a new kitchen, ceiling insulation and 
two storage closets. DeLay also found out what the cus- 
tomer will want next—and plans to sell the improvements. 

DeLay succeeded in this package sale by combining his 
own personal survey and analysis of the customer’s property 
with some simple inquiries designed to reveal the customer’s 
chief desires. DeLay’s story of his sale also succeeded in 
winning the first place, $500 cash prize in the Insulation Board 
Institute’s third PACKAGE SALESMAN Contest for 1960. 

Here is DeLay’s own story of how he made the package sale: 

“We are strong believers in customer service and personal 
attention to all inquiries—regardless of size. We take advan- 
tage of every possible opportunity to make a personal call 
just to get our foot inside the door. 

“In this case, a farm family in our area—Mr. and Mrs. 
Sam Brunk—called concerning a minor roof leak. I told 
Mr. Brunk that I would be right out to check it for him. Of 
course, we could have sent one of our repairmen with a can 
of plastic cement, but he would have only repaired the roof. 

“On my call, I examined the entire roof area over the 
kitchen and one bedroom. I recommended to Mr. Brunk 
that due to the age and general condition of the roof, it 
would be best to replace it. 

‘**Mr. Brunk then mentioned that his wife wanted to know 
the cost of a small storage closet in the bedroom. We went 
into the house, and he gave me a vague idea of her desires. 
I then suggested that I make a return call when his wife, who 
works in a nearby city, could tell me more about her plan. 
Mr. Brunk readily agreed to this and admitted that he wasn’t 
too sure just what uses she had in mind for the closet. 

“tT returned that same evening and let her explain to me 


3 “I MENTIONED that the roof leak had damaged the kitchen 
« ceiling, and I recommended using 12x12 standard insulation 
board ceiling tile to economically solve the problem (Mr. & Mrs. 
Brunk went for the idea), then. . . 


just what type storage closet she wanted. On my earlier call 
I had done some looking around the kitchen. I mentioned to 
them that the ceiling showed some evidence of damage due 
to the roof leak. I suggested that the ceiling easily could be 
lowered and replaced with a beautiful, factory-finished ceil- 
ing of insulation board ceiling tile. 

“This recommendation brought forth an admission from 
Mrs. Brunk that she would very much like to remodel the 
entire kitchen. But, she said she was afraid they could not 
afford all the necessary repairs at one time. However, she 
allowed me to measure the kitchen and she gave me some of 
her ideas. Without quoting any prices, I asked for permission 
to return the next evening and it was granted. 

“On my return, I presented an entire kitchen plan together 
with literature supplied by manufacturers showing typical 
installations. My plan included lowering the ceiling and in- 
stallation of standard, 12 x 12 insulation board ceiling tile. 
I also presented the plan for new, prefinished kitchen cabi- 
nets, and a plan for two inexpensive storage closets for the 
kitchen and a bedroom. The storage closets were planned for 
the use of economical 4 x 8 sheets of }4-inch insulation 
building board for walls and wood sliding doors. I also in- 
cluded plans for the new roof and insulation in the ceilings. 

“Then, I explained F. H. A. Title I financing and quoted 
Mr. and Mrs. Brunk the per month cost of all the materials 
and labor for all the improvements. After some discussion 
and ironing out of details, I got the entire package sale. An 
amusing sidelight was Mr. Brunk’s comment just before I 
left. He leaned back in his chair and said, ‘And to think this 
all started with a little leak in my roof.’ 

“To me, this sale means future business because I know 
the balance of the house needs repair and remodeling, and 
these additional sales surely will follow as soon as the cus- 
tomer’s finances permit,”” wrote DeLay. 
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4 ““MRS. BRUNK MENTIONED she was dissatisfied with her 
e entire kitchen (here we are in the new kitchen I sold them 
discussing some additional ideas for future improvements),”... . 
concludes Package Salesman DeLay. 
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i Creative selling by Salesman 
Convinces Bush leads to $14,245 
Family to material-labor package 


By BERNARD J. BUSH 


Re mM od Q| Central Lumber & Supply Co., Inc. 
0 [ D H 0 M F Seymour, Ind. 


... RATHER THAN BUY 
COMPETITOR'S NEW HOME 


Creative package selling by Bernard J. Bush, Central Lumber 
& Supply Co., Inc., Seymour, Ind., allowed him to convert a 
minor sale into a major, $14,245.81 remodeling package and 
convince a family they would be more money ahead than if 
they purchased a competitor’s new home. The story Bush 
wrote of his successful sale earns him the second place, 
$250 cash prize in the Insulation Board Institute’s third 
PACKAGE SALESMAN Contest. 

“This sale was especially satisfying to me,”’ wrote Bush, 
‘because the couple, Mr. and Mrs. Henry Krumme, Jr., had 
recently purchased their home and they were planning only 
minor repairs before selling it and buiiding a new home. 
When they called me in to discuss these repairs, I proceeded 
to prove to them they could actually save money by keeping 
their present home and doing some extensive remodeling. 

“On May 13, 1960, Mr. and Mrs. Krumme called to ex- 
plain they wanted their kitchen remodeled and some other 
minor repair work done. They said they intended to place the 
home up for sale as soon as the repairs were completed. 
Mr. Krumme, incidentally, is in the real estate business. 

“I met with Mr. and Mrs. Krumme and told them that 
with the fine possibilities they had in their present home, 
they should keep it, remodel it exactly like they wanted it 
to be and continue living in it as they liked the neighbor- 
hood anyway. 


PACKAGE SALESMAN Bernard Bush 
(right) convinced Mr. and Mrs. Henry 
Krumme they would be better off to remodel 
their old home rather than purchase a 

new home from a competitor. Bernard’s 
convincing resulted in a $14,245 sale. 


HIGH QUALITY insulation board 
sheathing was recommended by Bush to keep 
heat in in the winter and out in the summer 
for the 12x 19 addition to the 

rear of the home. 


“After drawing up the extensive remodeling plans and esti- 
mating the work to be done—all in one complete package— 
I convinced Mr. and Mrs. Krumme to sign the contract for 
the entire project five days later, May 18, 1960,” wrote Bush. 

In listing the beneficial results of his package sale, 
Bush wrote: 

“(1) By convincing this couple to remodel extensively in- 
stead of doing only minor repairs, we were able to realize a 
much larger profit because they were considering buying 
a new home which would have been built by a competitor. 

“(2) The couple was able to live in the home while the 
remodeling work was in progress, and they did not have to 
incur extra expense by renting another home while the re- 
modeling work was going on. 

(3) After considering their original investment plus the 
cost of the remodeling work, Mr. and Mrs. Krumme realized 
they still would be spending less money than if they bought 
a new five bedroom, three bathroom home—such as they 
now are getting as a result of our remodeling sale.” 

Bush explained that the new remodeling work included: 
a complete new kitchen with seven new appliances; remodel- 
ing of two bathrooms with all new fittings; installation of 
two new rooms, a lounge area, and a new bathroom upstairs 
in the formerly unfinished attic; a 12 x 19-ft addition on the 
rear of the home which was sheathed with 2 x 8-foot sheets 
of 25/32-inch thick insulation board sheathing to keep heat 
outside in the summer and inside in the winter; refinishing 
the basement ceiling with insulation board tile; and redecor- 
ating the home inside and out. 


SPACIOUS KITCHEN was part of the remodeling package sold 
by Bush. Sale also included finishing off the attic into two rooms 
and a bath, remodeling two existing baths, redecorating inside 
and out. 





FIGURES OUT HOW TO INSULATE 


STEEL BUILDING: SFI | S 
$38,515 APPLE COLD 


STORAGE WAREHOUSE— 


FOLLOWS-UP FIRST SALE 


WITH THREE MORE 


Imaginative combination of insulation 
board sheathing and other products 
enables Salesman Schoeneman to sew- 
up major new construction packages 


By E. C. SCHOENEMAN 
Brownson Lumber Co. 
Wenatchee, Wash. 


INTERIOR VIEW of the 60 x 
135 cold storage warehouse for 
apples which Schoeneman de- 
vised “after several months of 
study.” Schoeneman (left) dis- 
cusses structure with packing 
plant foreman Buss Schmidt. 


By imaginatively combining the qualities of insulation board 
sheathing with other products, E. C. Schoeneman, Brownson 
Lumber Co., Wenatchee, Wash., figured out how to insulate 
pre-fabricated steel buildings. As a result, Schoeneman sold 
one for a $38,515 cold storage building and packing plant 
for apples, and he has since sold three more for a total of 
more than $100,000. Schoeneman’s story of his successful 
package sale wins the $100 cash prize in the Insulation Board 
Institute’s third PACKAGE SALESMAN Contest for 1960. 
Here’s how Package Salesman Schoeneman tells it: 
“After contacting Mr. P. A. Combelic, Manager, Bond 
Orchards, last fall regarding a cold storage building for their 
apple crop, I spent several months figuring out how to make 
a prefab stee! building adaptable for the purpose and at a 
lower cost. Working with our engineer and the steel building 
people I succeeded in designing a building to meet the cus- 
tomer’s needs. The structure included a 60 x 135 x 16-foot cold 
storage warehouse and a 40 x 150 x 16-foot packing plant. 
“After completing the design, I presented and explained it 
to Mr. Combelic. I made the entire package sale—$38,515 
for all labor, materials and supervision—without any com- 
petition. The customer told me that I made the sale because 
I convinced him a building of this type could be properly 
insulated and erected at a reasonable cost. Also, it is parti- 
cularly gratifying to me to have the United States Department 
of Agriculture show keen interest in the building. They are 


INSULATION BOARD SHEATHING was a key 
ingredient which enabled Salesman E. C. 
Schoeneman (right) to plan a fully-insulated pre- 
fab steel building to serve as an apple cold storage 
warehouse. Schoeneman’ s first one sold for $38,515 
and led to three additional sales. 


now checking it to determine estimated costs of operation. 

**As of today, we have sold three additional insulated steel 
buildings and we have several others about to close. The 
effort I have put into the first sale has resulted so far in about 
$100,000 in sales for my company. This is business we would 
not otherwise have had; and in each case, the sale has pro- 
duced a satisfied customer.” 

In explaining how the pre-fab steel building was adapted 
for cold storage uses, Schoeneman said that the rigid-frame 
structure was fitted out with a foundation wide enough for 
2x 6 or 2 x 8 studs outside of the steel frames. The sidewalls, 
if 2 x 6 studs are used, are filled with 6-inch thick insulation 
batts which have a reflective surface. 

Then, 4-inch 4 x 8 sheets of asphalt impregnated or coated 
insulation board sheathing are applied to the studs, The 
insulation board sheathing gives the structure added strength 
and provides valuable additional insulating qualities. Fin- 
ally, aluminum foil is applied over the exterior of the sheath- 
ing, | x 2 spacer strips are applied over the foil, and galvanized 
metal siding is applied to finish the sidewall. Interior of the 
structure is lined with 34-inch particle board. 

Two-inch slabs of perimeter insulation are applied to the 
outside of the concrete foundation walls. Roof purlins are 
2 x 10’s or 2 x 12’s, depending on the thickness of the insu- 
lation batts required. Normally, 10-inch thick batts are used, 
said Schoeneman, 
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USES INSULATING ROOF 
DECK AS SPRINGBOARD TO 
MULTIPLE HOUSE SALES 


INSULATING ROOF DECK was used successfully by 
Salesman James C. Stewart to design a model home with 
exposed beam ceilings. So far, four builders have bought 
Stewart's plan and public acceptance is enthusiastic. 


James C. Stewart, H. D. Gould Co., Middletown, N. Y., 
cashed in on the fact that his was the only yard in the area 
handling the new insulating roof deck product, and he nailed 
down new home sales to three builders. 

Early last spring, Stewart learned that business was mighty 
slow for a large builder customer. Looking around for ways to 
help and sell the builder, Stewart hit on the idea of designing 
a model home featuring the use of a modern, open-beamed 
ceiling with insulating roof deck. 

Insulating roof deck is a component, three-in-one product 
made expressly for use in open-beam, or “‘cathedral-type”’ 
ceilings. The product serves as (1) the structural roof, (2) the 
insulation, and (3) the inside, factory-finished ceiling. Insu- 
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SELLS SUCCESSFULLY 
ON BASIS OF 
NEED—NOT 

LOWEST PRICE 


When Salesman Jack 
Haugh, Barr-Thomas 
Lumber Co., Fair- 
mont, W. Va., made a kitchen remodeling call, he learned 
that the job already had been bid on a price basis by two 
competitors. Haugh knew his competitors’ bids would be 
well within the $600 “limit” imposed by the customer. 

“I decided to meet competition by ‘selling-up’ and selling 
quality,” said Haugh, “because I knew I could eliminate 
price-pricing by offering the complete package.” 


Jack A. Haugh 


lating roof deck units are 2 x 8-foot roof panels with inter- 
locking joints; and, they come in 1%-, 2- or 3-inch thick- 
nesses. The insulating roof deck units are simply nailed to 
the top of the beams in exposed-beam homes. Asphalt strip 
shingles or a built-up roof is applied to the top, and the 
entire roof is complete in less time and at less cost than most 
competitive roof systems. 

“I designed a 26 x 46 ranch-type house with a 24-12 pitch 
roof using 4 x 10’s 4 in. o. c. and featuring 3-inch insulating 
roof deck,” said Stewart. “I then sold the idea of putting 
this house up as a model and holding an open house. Bob 
Van Housten, the manufacturer’s representative, came up 
and spent a day showing the builder, George D. Miller & 
Sons, how to properly install the roof deck. 

“‘We held open house, and the first week-end more than 
2,000 people went through the model. When three other local 
builders saw the tremendous interest in this type house, they 
soon built and sold three of their own featuring insulating 
roof deck, and we sold all the materials. 

“The original contractor has signed contracts and has 
mortgage approval for six of these homes, and he has six 
more pending approval in the local banks. If things keep 
up at this rate, it is very possible he will have 20 sold by 
early this fall,’ wrote Stewart, who also is a $50 cash prize 
winner in the Insulation Board 
Institute’s third PACKAGE 
SALESMAN Contest for 1960. 


James C. Stewart 
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Haugh noticed that the prospect’s dining area and living 
room needed attention as well as the kitchen. He realized 
his whole sales approach should be geared to selling the 
complete package. 

Haugh returned to his office and planned his strategy. 
He prepared a three-part presentation covering the kitchen, 
dining and living rooms. Haugh then returned to the pros- 
pect and made a formal presentation. When discussing the 
dining area, he emphasized how modern insulation board 
acoustical tile would absorb up to 70% of the noise striking 
it, and how tile would economically solve the problem of the 
cracked ceiling plaster. 

Haugh anticipated the prospect’s surprise and price ques- 
tions. He proceeded to show how small the monthly pay- 
ments would be with a convenient F. H. A. Title I home 
improvement loan. 

“The deal was wrapped up, signed, and delivered for the 
sum of $1,750. A pretty good jump from the original $600 
limit,”’ said Haugh, also another $50 cash prize winner in 
the Insulation Board Institute’s third PACKAGE SALES- 
MAN Contest for 1960. 
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SUGGESTIONS 
SOLVE 
PROBLEM; 
BOOST 

SALE TO 


$9,09/ 


L. T. (Larry) Powell, Hoppe Lumber Co., Grand Island, Neb., 
made use of sound suggestions and advice in solving a knotty 
‘neighborhood problem” for a customer—and, at the same 
time, made a $5,057 remodeling sale. Powell also wins a $50 
cash prize in the IBI’s PACKAGE SALESMAN Contest. 

“The call came in from Mrs. Charles Dawson last Nov- 
ember,” Powell said, ‘‘and she explained she wanted mate- 
rials for a house foundation. Naturally, | inquired if they 
were planning to build a new home because I knew their 
existing home was only seven or eight years old. Mrs. 
Dawson explained that they were not planning to build; the 
family had just purchased a large old home which they plan- 
ned to set on the lot next to their home for rental income.” 
. Powell went out to see the Dawsons as soon as the home, 
which they had purchased for $900 to help make way for a 
gas station, was set on the lot next door. Powell suggested 
that if the old home were remodeled somewhat, the Dawsons 
undoubtedly could get more rental income, The suggestions 
were accepted and Powell had wrapped up a $780 package sale. 

Next, opportunity arose in the form of the Dawson’s 
neighbors who began complaining about the old house 
“‘monstrosity”’ set right in the middle of a new-home neigh- 
borhood. Powell rose admirably to the occasion. He advised 
the Dawsons that because their family had outgrown their 
smaller but newer home, they should sell it and use part of 
the money to remodel the older but larger home exactly as 
they wanted. The advice was taken, and Powell racked up a 
$5,057 package sale. The sale included insulation backer 
board to help create deep shadow lines under the new siding, 
and insulation board ceiling tile to help economically 
modernize the old, high ceilings. 


L. T. Powell 
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It was a bit of a shock when a builder announced 
SELLS to Salesman George S. Smart, Estate Homes 


COMPONENTS; Gina)’Lumber Co., that he was 
BEATS 


planning to start erecting out-of- 

town-made prefabs within a mile of his yard. 

PREFAB But Smart met the challenge by swinging the 
builder over to Southport’s Lu-Re-Co 

COM PETITION package and getting in on the ground 
floor of a project that has already 

resulted in more than $20,000 in sales of new home materials. 
“The builder, Jackson Builders & Realty Co., Inc., came 
in to purchase incidental materials to go with a pre-fab 
house model for which they had already poured footings,” 
wrote Smart. “I suggested they let me give them a package 


George S. Smart 


price on a Lu-Re-Co planned for their foundation. They agreed. 

“I invited them to our office, showed them our display 
area and Lu-Re-Co mill, then gave them the plans along 
with our package price. Our plan included the use of insula- 
tion board sheathing to give the 4 x 8 Lu-Re-Co wall panels 
greater structural strength and insulation values. They 
bought the package. 

“We also solved their problem of interim financing for 
their model, and we loaned them one of our men to give 
them technical and manual assistance during construction. 
Within 16 days the model home was complete and open to 
the public. We also furnished them with directional signs, 
duplicated floor plans for the public, product samples and 
manufacturers literature. 

“To date, the builder has firm deals on four homes and 
we have made $20,000 in material sales,’ wrote Salesman 
Smart, who is also a $50 cash prize winner in the IBI’s 
PACKAGE SALESMAN Contest. 


Paul B. Lyon 


PLANS PROVIDE KEY 10 $8,270 
REMODELING SALE 


While calling on a customer who had asked for remodeling 
information, Package Salesman Paul B. Lyon, G. S. Lyon & 
Sons Lumber & Mfg. Co., Decatur, IIl., soon learned Mr. 
and Mrs. R. W. Nicholson were not sure what they wanted. 

Said Lyon: “*Mrs. Nicholson wanted some kind of kitchen 
cabinet rearrangement and perhaps the removal of a wall. 
Her husband wanted a family room where he could relax and 
watch TV. I realized that a sizeable sales opportunity was in 
the offing if a proposal could be carefully put together. 

Lyon first met with the couple to find out all of the 
“things wrong” with their home and to gather their ideas 
about what they wanted. His next step was to return to the 
home with his draftsman so that accurate measurements 
could be made and construction limitations determined. He 
next drew a set of floor plans showing the present layout and 
the proposed alterations. Lyon’s plan included the addition 
of a 15 x 24 family room sheathed with 4 x 8 sheets of 
insulation board sheathing, and a new kitchen. 

Lyon then met with the family to show them samples of 
finished materials and to help them make selections. He 
returned later with colored elevations and a package price— 
which even included his sub-contracting for the carpeting 
the family wanted. He ended up with a total remodeling 
sale of $8,270.52—and direct leads that resulted in another 
$6,000 kitchen remodeling and a $3,000 family room job. 
Lyon also wins a $50 cash prize in the IBI’s PACKAGE 
SALESMAN Contest. 
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Sell the whole package with 


By ART HOOD* 


Follow Your Opportunities Persistently — Against all 
| , the intense competition for the consumer’s dollar, only the 
enthusiastic lead-follower will cash in on the tremendous op- 
portunity that exists for the package salesman. Record and 
follow-up each lead. 


Get Out to the Property— Only by visiting the property 

. and making an exterior and interior survey can you tell 

which three of the possible 125 home improvement packages 
the prospect needs most. 

Develop the Complete Package Sale—When you know 


. what package the customer wants, take adequate time to 
create your list of every possible item required for the job. 


Prepare an Attractive Presentation—A formal presen- 
4. tation—with floor plans and colored elevations—will impress 
the owner with your thoroughness, understanding and service- 
mindedness. 


Make Full Use of Credit—Know and use financing plans. 
. Quote every package of $50 or more on monthly terms first. 
Try for the close at the quoting. 


Sell Labor and Supervision—Labor and materials are 
, the Siamese twins of package selling. Sell them both, finance 
both and get a profit on both. 


Sell Creatively—Use all sales helps—manufacturers’ liter- 
fa ature, samples, testimonials, slides, before-and-after photos. 
Make customers aware that every $1 invested adds $2 to 
resale value. 


Keep Every Promise—Make periodic calls at the job site; 
. watch workmen’s competency; prevent causes for complaints 
and save headaches for yourself and your company. 


9 Get and Use Testimonials— Ask your satisfied customer 
. to write a little note that you can use to show prospects that 
your company completely satisfies customers. 


10 Make Each Package Sale Lead to Four More—Ask 
~what the customer wants to do next. Ask about rela- 
tives or neighbors who want a similar package, and take them 
to see the one you’ve just sold. Check prospect cards for similar 
package requests, and show them the completed job. 


*On October 19, 1929, Art Hood conducted a Chicago meeting for 
300 lumber dealers from all over the United States and placed this 
keynote sign on the stage: 

“THE FUTURE OF THIS BUSINESS WILL BE FOUND IN 
THE SALE OF THE COMPLETE END-USE PACKAGED UNIT 
DIRECT TO THE CONSUMER, PROPERLY FINANCED.” 

Between 1929 and today, package merchandising and the use of 
installment credit have grown to create the greatest opportunity for 
personal and company profits in the history of the retail building 
materials industry. 


Dealers may obtain a complimentary copy of Art Hood’s “Ten 
Commandments of Package Selling” on heavy card stock by circling 
No. 80 on the inquiry card on the back cover, or by writing to the 
Insulation Board Institute. 
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SELL THE WHOLE PACKAGE @ 
WITH THESE INSULATION 


BOARD PRODUCTS @ @ @ 


Ceiling Tile (standard or acoustical) 
Insulation Board Sheathing 


Insulating Roof Deck 


Shingle (or Shake) Backer 
Building Board * Wall Plank 


FROM THESE LEADING 
MANUFACTURERS . . . 


Abitibi Corp. 
Detroit, Mich. 


Barret Div., 
Allied Chemical Corp. 
New York, N. Y. 


Certain-teed Products Corp. 


Ardmore, Pa. 


Insulite Div., 
M & O Paper Co. 
Minneapolis, Minn. 


Kaiser Gypsum Co. 
Oakland, Calif. 


Pioneer Div., 
The Flintkote Co. 
Los Angeles, Calif. 


United States Gypsum Co. 
Chicago, Ill. 


Armstrong Cork Co. 
Lancaster, Pa. 


The Celotex Corp. 
Chicago, Ill. 

The Flintkote Co. 

New York, N. Y. 
Johns-Manville Sales Corp. 
New York, N. Y. 

National Gypsum Co. 
Buffalo, N. Y. 

Simpson Logging Co. 
Shelton, Wash. 


Wood Conversion Co. 
St. Paul, Minn. 


Above Companies are Members of the 


INSULATION BOARD INSTITUTE 


111 W. Washington St. 


SPONSORS OF 


Chicago 2, Ill. 


Package Salesman Contest and 
Package Salesman Magazine 
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“HOE, We 
GUAT! ME S) ‘ 


© Reflect more than 70% of radiant heat! @ Reduce under-roof temperatures 15°! 


Here’s a big new sales opportunity for you! New 
Barrett Asphalt Aluminum Roof Coatings. Sell 
them as the best way to protect roofs against all 
kinds of weather and temperature, rust and cor- 
rosion. Tests show they become even brighter 
with the passage of time! 

These new coatings reflect better than 70 per- 
cent of radiant heat that hits the roof. Keep 


DISTRICT SALES OFFICES: BIRMINGHAM 14, Ala.- 1327 Erie St; 
CHARLOTTE, N. C.-1125 East Morehead St.; CHICAGO 54, Ii- 
Merchandise Mart; CLEVELAND 15, Ohio~ 3121 Euclid Ave.; 
HOUSTON 11, Texas - 323 South 67th St.; MALDEN 48, Mass. - 
378 Commercial St.; NEW YORK 16, N. ¥.~261 Madison Ave.; 
PHILADELPHIA 46, Pa.- 36th and Grays Ferry Ave.; ST. PAUL, 
MINN.-764 Vandalia St. 
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BARRETT DIVISION 


40 Rector Street, New York 6, N. Y. 


upper rooms as much as 10 to 15 degrees cooler 
on a 90 degree day. In winter, tend to cut down 
radiated heat lost through the roof. 

Barrett Aluminum Roof Coatings reflect heat 
best because they have the highest concentration 
of aluminum pigment. Call your Barrett repre- 
sentative for more information about this leader 
in the new front line of protective coatings. 
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A monthly department merchandising: 
® Builders and Household Hardware 


® Paint and Sundries 
® Hand and Electrical Tools 

® Electrical Fixtures, Sundries 
® Plumbing Fixtures & Supplies 


PRODUCT-OF-THE-MONTH 


AN ALL-PURPOSE WOOD FINISH, called Varmor, can 
be used indoors and outdoors. It may be applied by brush, 
roller or spray on furniture, floors, house siding or boats. 
The exceptionally clear, long-wearing finish may be used 
over bare wood or over conventional stains or paste wood 
fillers. Retail prices range from $1.81 for a 16-ounce spray 
can to $10.90 for one gallon. It’s also available in pints 
and quarts. Varmor is an ideal item for both consumer 
and contractor sales. Dealer sales aids include: counter dis- 
play, window streamers, envelope stuffers, ad mats. Write 
Pratt & Lambert, Dept. AL, Tonawanda St., Buffalo, N. Y. 
Circle No, 201 on Handy Cover Card 





Store and Yard for Top-Notch Efficiercy age 36 
Power Tool Punch: $20,000 ... page 52 
Hardware on Move page 56 
New Products page €0 
Special Offers .... page 65 
New Sales Aids ... page 66 
New Literature ..............000+ page 76 


DISPLAY-OF-THE-MONTH 





A NEW 99¢ TOOL PROMOTION lets your customers buy 
a huge variety of U.S.A. and imported tools valued at up 
to $1.69. Dealers participating in the program are provided 
with a new maple table on which to stack the tools, 
topped by an eye-catching sign. The promotion also permits 
a dealer to select the items most in demand by his do-it 
yourself customers. He may choose from 150 items to make 
his hand tool assortment. A 52-page, 1961 catalog now 
available coniains over 1,800 tools, many of them de 
signed for use in 99¢ promotions. Write to Oxwall Tool 
Co., Dept. AL, 401 Park Ave. South, New York 16, N. Y. 
Circle No, 202 on Handy Cover Card 
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Sales Control in Action 





i) 


ADS AND WINDOW SIGNS start prospects thinking 


HARDWARE BUSINESS 


1S 
100k DEMONSTRAD 


. RNITURE fl 


cad 
AWAY TOOIS aNn 


"s 
» ff iellag Je 


! HOLDS ANY ITEM iff DE¢ 


KMaAT 


lOn 


about too!s even before they get into 


Rock Island Lumber Co. The ads are scotch-taped to the plate glass entry doors. Lay-away 


plan is featured. 


Special holiday promotion 


Power Tool Punch: $20,000 


® Beat the discounters and increase your Christmas tool 
sales by adapting this tool promotion program to your 
own operation. 
¢ Pre-Christmas season is the best time of year for those 
extra sales of power tools. This Cleveland dealer tells you 


how. 


LMOST CONTINUOUS PRO- 

MOTION by ___ demonstrations, 
newspaper advertising, special schools 
and store display have helped Rock 
Island Lumber Co., Cleveland, boost 
their sales of power tools. 

Regular promotion throughout the 
year is necessary to keep power tool 
sales at a high level, emphasizes John 
W. Kegg, retail sales manager. 

As the result of sustained promo- 
tions, Rock Island tool sales (including 
hand tools) averaged about $2,000 per 
month or roughly $24,000 in 1959. 
Hand tools account for about 20% of 
the overall volume. 


52 


Rock Island’s power tool promotion 
reaches its peak six weeks prior to 
Christmas. Sales in this period last 
year approximated $4,500. 

Promotion plan. Kegg’s tool pro- 
motion throughout the year, especially 
just prior to Christmas, caused him to 
triple his Christmas order, but he was 
sold out by December 1 and had to 
reorder on many items. 

Starting in the middle of November, 
Rock Island’s weekly ads in three 
suburban newspapers all featured 
tools. Usually emphasis was given to a 
single tool in each ad. Gift certificates, 
lay-away and easy payment plans were 


featured every time. 

More than one male customer, says 
Kegg, has suggested that the salesman 
call his wife and relay his gift wishes 
for a specific tool. Result: almost a 
dozen lay-away sales for tools by wo- 
men customers. 

Store window signs and newspaper 
ads, scotch-taped to the glass entrance 
doors, remind customers of tools for 
Christmas. And just inside the store 
entrance are one or two of the latest 
all-purpose tools with a holiday bow 
dressing and sign giving down pay- 
ment and monthly payment schedules. 

Further back in the store is a dou- 


October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





ble-faced display island loaded with 
portable power tools, chained to dis- 
courage pilferage, and accessories. 
Pertinent literature is available, too. 

Near the consumer counter, away 
from the traffic flow, is a carousel- 
type power tool display originated by 
Kegg. Almost a dozen Porter-Cable 
tools and accessories are suspended 
from the roof of the carousel, which 
slowly revolves. Underneath is one of 
the stationary all-purpose tools. This 
display has caused a lot of attention. 

Kegg finds that most of the holiday 
power tool sales are made between 
December Ist and 15th, the latter date 
being the last big pay day in Cleve- 
land before Christmas. Prior to Christ- 
mas, Kegg will stage 8 to 10 demon- 
strations of power tools by the three 
major lines handled by Rock Island. 
These are generally held on Friday 
nights, when the store is open until 9, 
and Saturday from 10 to 2. 


Demonstrate to sell. Store demon- 
strations are held not only prior to 
Christmas, but also in the spring and 
early fall. Sales and good leads result- 
ing from these demonstrations cus- 
tomarily run $300 to $400. As a side- 
light, one good supplier’s rep has sold 
a lot of perforated hardboard and 
other pickup items during his power 
tool demonstrations. 

Rock Island stages a_ contractor’s 
party prior to the big spring building 
season and power tool demonstrations 
are a feature. The DeWalt table saw 
and the portable power saws are the 
favorite contractor power tools. A 
power tool school for homeowners was 
held in the fall with an average at- 
tendance of 60 for the admission-free 
series. Kegg considered a registration 
fee, but decided against it on the 
ground that good will was more im- 
portant and consequent sales seemed 
to prove the decision right. 

A “Sawdust Party” for a quick 
review of the versatility and uses of all 
power tool equipment resulted in 
around $700 in sales of new tools and 
accessories. Several women attended 
both the Sawdust Party and night 
school sessions. 


Accessories big business. Maintain- 
ing a complete inventory of acces- 
sories is important for the dealer 
interested in doing a top job in pro- 
moting power tools to the hilt, Kegg 
claims, crediting a 50% sales gain in 
accessories to a full inventory plus 
promotion. Kegg estimates that ac- 
cessories account for about 30% of 
overall sales in his tool department. He 
sells 50-60 saw blades a month, plus 
bits and cutters, sanding belts and 
other items. 

Rock Island carries one major line 
of hand tools and these account for an 
estimated 20% of all tool sales. One 
sidelight is the tremendous success 
scored by the firm’s 99¢ tool table, 
which displays both domestic and im- 
ported items. Kegg says there appears 
to be a great demand for low-priced 
tools for occasional use and he has 

(continued on page 54) 


LATEST SAW to be added to the Rock 
Island Lumber Co. tool department 
draws scrutiny from one potential cus- 
tomer, 


CAROUSEL OF TOOLS 
was idea developed 
by manager John W. 
Kegg. Suspended 
tools, powered by a 
motor, slowly turn 
tools and attract at- 
tention. 


PORTABLE POWER TOOLS, accessories 
and literature are displayed on this dou- 
ble-faced island. Chained tools discour- 
age shoplifters. 


STORE DEMONSTRA- 
TIONS of three major 
lines of power tools 
are held in the fall 
and spring. They 
draw traffic which 
helps sales in all de- 
partments of this one- 
stop retail building 
materials firm. 








Power Tool Punch 


(begins on page 52) 





received extra discount allowance on 
orders exceeding $300. 

Beating the discounters. Three fac- 
tors help Rock Island outsmart the 
discount house competitors: 

1. Demonstrations. The discount 
salesman rarely demonstrates a_ tool 
because he isn’t qualified; rarely can 


waits 0” 


. if item Tilt 
pee, 200 


SE 4 , 
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BIG SIGN over consumer counter calls 
customers’ attention to low down-pay- 
ment and lay-away plan. Another sign 
pushes power tool accessories. 


he answer the simplest questions put 
by the customer. 

2. Service. The lumber dealer's rep- 
utation for service and maintenance 
can’t be touched. 

3. Quality. Generally speaking, the 
discounters carry a second-rate line of 
power tools. Furthermore, he can’t 
afford to stock much of an inventory. 

Although Rock Island has occasion- 
ally accepted tool trade-ins on special 
deals arranged by the manufacturer, 
they prefer to steer clear of anything 
but a straight sale. Every tool is priced 
both as to down payment and month- 
ly payments. 

The only negative note in Rock 
Island’s tool program is rentals. After 
a fling in the rental tool business, Rock 
Island is withdrawing. Without a good 
tool maintenance man and the volume 
to support him, this department isn’t 
worthwhile, the company feels. 


Homeowner Is Biggest Buyer 
of Portable Dishwasher 

Troy, OHIo—A survey by the 
KitchenAid Home Dishwasher Div. of 
The Hobart Mfg. Co. shows home- 
owners outnumber apartment dwellers 
by almost 10 to 1 in the purchase of 
portable dishwashers. It was found 
one-third of the homeowners buying 
portables own homes valued at $20,- 
000 or more; 8.1% of the buyers 
were apartment renters and 12.6% 
were house renters. 


Statement required by the Act of August 
24, 1912, as amended by the Acts of March 
3, 1933, and July 2, 1946 (Title 39, United 
States Code, Section 233) showing the owner- 
ship, management and circulation of Amer- 
ican Lumberman & Building Products Mer- 
chandiser, published every other week at 
Chicago, Mlinois, for October 13, 1960. 

1. The names and addresses of the pub- 
lisher, editor, managing editor and business 
manager are: 

Publisher, Herbert A. Vance, Chicago, III. 

Managing Editor, Wesley Wise, Chicago, 
Til. 


2. The owner is: 

Vance Publishing Corporation, (a corpora- 
tion) 59 E. Monroe St., Chicago 3, III. 
Whose stockholders are: 

Herbert A. Vance, 59 E. Monroe St., Chi- 
cago, Ill. 

A. E. Monetti, 20 Exchange Place, New 
York, N. Y. 

3. The known bondholders mortgagees, 
and other security holders owning or hold- 
ing 1 percent or more of total amount of 
bonds, mortgages or other securities are: 
None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company, as 
trustee or in any other fiduciary relation, 
the name of the person or corporation for 
whom such trustee is acting; also the state- 
ments in the two paragraphs show the af- 
filiant’s full knowledge and belief as to the 
circumstances and conditions under which 
stockholders and security holders who do 
not appear upon the books of the company 
as trustees, hold stock and securities in a 
capacity other than that of a bona fide 
owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required by the act of June 11, 1960 to be in- 
cluded in all statements regardless of fre- 
quency of issue.) 2 

HERBERT A. VANCE, 
Publisher. 
Sworn to and subscribed before me this 
26th day of September, 1960 
Cc. M. LYNN 
Notary Public. 
(Seal.) 
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ASK YOUR DEALER 
FOR A DEMONSTRATION 


$1495 complete with removable serrated jaws 


At your too! suppliers, or write VERSA-VISE, Dept. 531, ORRVILLE, OHIO 
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OXWALL’S 

99° TOOL PROGRAM 
CREATES 
MULTIPLE 

SALES & 

BIG PROFITS 

FOR YOU 


Choose from 150 items 
to make your assortment 


Again and again sales tests have proved 

that 99¢ tool promotions are terrific profit 
producers — because people buy 99¢ tools... 
two, three at a time! Oxwall’s all new 

99¢ promotion adds to your sale of hand 
tools by giving you the items 

most-in-demand by your do-it-yourself 
customers. And new items are 


constantly being introduced to 


create even bigger sales excitement. 
} 


Every item fully guaranteed 
Free merchandising kits available 


r even bigger Christmas sales! Oxwall’s 99¢ tools in attrac 


ye-appealin ift packaging Don't delay — See how 


Tamsielemae, 


Call your jobber, or write directly to: 


HOME o 
<o* Ran 


your Sales picture! 


$ % 
OXWALL & = TOOL COMPANY, LTD. 
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HARDWARE BUSINESS 


Hardware on the Move by Building Materials Dealers 


POWER TOOL SHOWMAN—Demonstrations are always good promotions and a 
power tool show is one of the best. Demonstration above took place at Central 
Harcware Co., St. Lovis, which caters to do-it-yourself trade with lumber and hard- 
ware and hundreds of other products in their five retail outlets. Power tool ‘Specials 
for show time”’ helped move many tools during the demonstrations. 


BUILDERS’ HARDWARE ON THE WALL—locksets are dra- 
matically displayed on individual shelves at Marling Lumber 
Co., Janesville, Wis. Instead of being crowded together, al- 
most an entire wall is devoted to various displays of manu- 
facturers’ sample. Perforated wall backing and special 
brackets for the shelves makes such a display possible. 


BRACKETS IN USE—Capitol Lumber Co., 
Milwaukee, prices brackets and stand- 
ards according to size with a hanging 
inventory using a perforated board for 
display just below. 


UPSIDE-DOWN DISPLAY—Table legs in every size, shape 
and price range are screwed upside down to a display island 
at the Capitol City Lumber Co., Milwaukee. Each type of leg 
is identified and priced. Specially-priced legs, which may 
have been damaged or missing screws, are bundled for a 
special bargain table. 
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ALL FIXUP TIME IS FIER. 


time to ring up do-it-yourself sales 


TAGKERS 





No. T-50 All-Purpose STAPLE GUN 


Powerful .. . jam-proof ... shoots a 
staple wherever a nail can be driven! 
The dependable, all-purpose gun pre- 
ferred by professional contractors and 
do-it-yourselfers alike for 1001 heavy 
duty nailing jobs! Uses 6 staple sizes 
up to 9/16”, including CEILTILE — 
the Arrow staple especially designed 
for ceiling tile. 


bes HT-50M Heavy Duty HAMMER TACKER 


Rugged... fast... hammers a staple 
home with every blow! Perfectly bal- UPHOLSTERING 

'# anced design permits stapling for hours 

*! without strain! Saves time and effort 
when applying batt insulation, roofing 
felt, shakes and other building mate- 
rials, Loads two full strips, (170) T-50 
staples in 4 sizes up to 4%”, 


No. JT-21 Junior STAPLE GUN 


Light . .. compact . ... economy-priced 
staple gun to appeal to the mass house- 
hold market! Handy for lining shelves 
and closets, repairing upholstery, mak- 
ing valances and scores of light duty 
tacking chores! Comes in attractive 
colors. Ideal for housewife and hobby- A 
ist. Uses both 44” and 5/16” staples. CORNICES Wi ittematettar3 


ARROW TACKERS SPUR “RELATED ITEMS” SALES, TOO! —_ Nationally Advertised in 


Like many successful dealers everywhere . . . you’ll find it pays to display and 
feature Arrow Tackers together \-ith insulation, ceiling tile, wire mesh, 
screening, fibre glass and other remodeling materials. They’re a natural com- 
bination for tie-in sales! Your “do-it-yourself” customers know that Arrow 
Tackers are famous for quality and dependability .. . have seen them adver- 
tised month-after-month in leading national consumer magazines! So, cash 
in on this sure-fire merchandising formula — it means multiple sales for you! 














SOLD ONLY ; Write for details on — 

Me) ARROW FASTENER COMPANY, INC. rite tor = 
uae Eabeet 16 -! e Arrow’s Dealer Co-Op Advertising 
THE CONSUMER! 1 JUNIUS STREET © BROOKLYN 12, WN. Y. Program 


“PIONEERS AND PACESETTERS FOR OVER A QUARTER CENTURY” e Arrow’s Dealer Registration Plan. 
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Take a dealer’s word for it ae Mr. Nelson Smith, Manager of Fallfax Building Supply, 
Falls Church, Virginia, began selling Armstrong ceilings 
with a 26-carton order in March, 1958. 
ee Despite 15 nearby competitors, Since then, business has been growing steadily—even 
though there are 15 other dealers competing in the same 


trading area. In the last 6 months alone, Fallfax sold 


, . 
we ve built ce 140,000-square-foot 69,814 square feet of Armstrong ceilings. And 90% of 


this business goes to individual home owners, not quan- 


Armstrong ceilings business tay: bases. 
in only 2 years”’ 


Mr. Smith gives part of the credit to Armstrong. 
“More and more people,” he says, “are asking for Arm- 








October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





strong by name. Armstrong’s advertising in magazines 
and on TV is certainly creating a demand.” 

Armstrong’s new products—including the Centennial 
Cushiontone series and Brush On Ceiling Cement—have 
also helped. Mr. Smith has this to say: “The combina- 
tion of design and color in Centennial Cushiontone helps 
us sell customers on the idea of using acoustical ceilings 
in new areas of the home such as bedrooms and dining 
rooms. And new Brush On Ceiling Cement is encourag- 
ing sales of all Armstrong ceilings by making installation 
much easier.” 


Because Fallfax stocks and displays the complete line 
of Armstrong ceilings, they have no trouble trading up 
their customers. As a result, high-margin Cushiontone 
items represent 63% of their ceilings sales. 

Don’t waste any time getting into this profitable new 
business. Call your Armstrong wholesaler. Or write 
Armstrong Cork Co., 4210 Rieker Ave., Lancaster, Pa. 


(Aymstrong CEILINGS 


1860-1960 Beginning our second century of progress 





1 “The 4x 12 suspended ceilings display is the best tie-in 
# with Armstrong’s national advertising that we could 
have. Customers who have seen Armstrong advertising 
recognize the Armstrong name and know it means quality. 
That makes selling easy. 


2 “Armstrong’s attractive designs and the exclusive new 
= items in the line enable us to hold our prices no mat- 
ter what competition does. That’s why Armstrong ceilings 
represent 4% of our yard’s whole business and give us a profit 
of 60% on cost. 


3 “The exclusive new installation technique using Arm- 
® strong Brush On Ceiling Cement is a tremendous help 
to us in keeping sales growing. The time and money we save 
our customers with this new adhesive give us a big advan- 
tage over our competitors.” 


October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 111 on Handy Cover Card 





HARDWARE BUSINESS 





A New Counter-Top in Minutes 


New Magic-Counter-Cover is a self-adhering decora- 
tive “top” material for tables, counters and desks or 
shelves, walls and cabinets. It is available in 28 decorator 
colors. 

A three-ply material, it is scuff and heat-resistant and 
easy to use. Just cut to size with scissors and press down. 
Inner layer of Alcoa aluminum foil disperses heat; top 
clear vinyl film layer protects designs and prevents scuff- 
ing; bottom layer of vinyl film is self-adhering. 

Market data. Magic-Counter-Cover retails at $1.59 a 
yard 27” wide. It is primarily an item for sale to do-it- 
yourselfers. It may be obtained from distributors or di- 
rect from maker. It’s packaged in continuous 20-yard 
rolls, approximately 14 pounds each. 

Minimum dollar investment for a dealer for one roll 
amounts to $19.08; 8 rolls plus a display costs a dealer 
$157.60. Sales aids include ad mats, demonstration 
swatches, display racks and literature. Cooperative ad- 
vertising allowances also are available. Synthetic Fabrics, 
Inc., Dept. AL, 65 Main St., Springfield 4, Mass. 

Circle No. 203 on Handy Cover Card 


Outward Clinch 
Stapler Improved 


Adjustment device enables 
a user of Duo-Fast Outward 
Clinch Stapler to control 
amount of curl of staple and 
to compensate for wear after 
long usage. Stapler diverts 
staple legs outward and up- 
ward as they are driven 
without use of metal plate 
or anvil beneath tool. It’s 
ideal for use in attaching 
insulation wrappings around 
air ducts. Available from 
Duo-Fast sales offices. Re- 
tail price is $12. Fastener 
Corp., Dept. AL, 3702 Riv- 
er Road, Franklin Park, Il. 
Circle No. 204 on Handy Cover Card 


New Products 


Specifications and Market Data on Products You Can Sell 





Hooks That Hold 
Heavy Equipment 


Lawn mowers, ladders or 
power tools weighing up- 
wards of a 100 pounds may 
be hung up or shelf-stored 
with Hercules Hooks and 
brackets. Hooks are made 
to slip over top of common 
1 x 4 wood board. Their 
retail price range is 49¢ to 
98¢. To introduce the line, 
maker is offering a_self- 
service display free with a 
basic assortment. Write The 
Kerr Wire Products Co., 
Dept. AL, 933 N. Cicero 
Ave., Chicago 51, Til. 
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Water Mixer 


Called a “thinking valve,” 
Simix thermostatically con- 
trolled water mixer is auto- 
matic, is made of nickel- 
chrome. Simix combines in 
one compact unit the spout, 
thermostat and volume con- 
trol. It connects directly to 
existing outlet. It has cali- 
brated built-in dial to govern 
water flow. Desired Fahren- 
heit temperature is set on 
dial, one faucet turned on 
and water flows at selected 
temperature. Simix Co., Inc., 
Dept. AL, 101 Park Ave., 
New York 17, N.Y. 

Circle No. 207 on Handy Cover Card 
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Hinge Cuts Mortising 
Time in Half 


A new medium weight 
butt hinge with %” radius 
corners is designed to cut 
mortising time in half. With 
a 1%” router bit, the mortise 
is completed in one sweep. 
Knuckles are full _ size; 
screw holes are deeply 
countersunk. The hinge, des- 
ignated No. 8741, is unas- 
sembled and bulk packed. It 
is available in standard fin- 
ishes and in two sizes: 342” x 
314” and 4” x 4”. C. Hager & 
Sons Hinge Mfg. Co., Dept. 
AL, 139 Victor St., St. Louis. 
Circle No. 206 on Handy Cover Card 


Free Fix-Up Package 

A fix-up promotion pack- 
age containing a _lockset 
mount display, called the 
Compact, and two 512” solid 
brass trim plates is free with 
the purchase of 10 or more 
entry locksets. Three lock- 
sets are already installed on 
the 10” x 13” mount, Dealer 
may select back-up stock 
from the Lockwood line “R” 
Series entry locksets retail- 
ing in the $6 to $10 range. 
Lockwood Hardware Mfg. 
Co., Div. of Independent 
Lock Co., Dept. AL, 35 
Daniels St., Fitchburg, Mass. 
Circle No. 208 on Handy Cover Card 
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French Classic Cabinet 
Hardware Is Introduced 

Four completely new items in a French 
Classic design have been added to the 
extensive line of cabinet hardware now 
being marketed by Medalist Hardware 
Div. The new items include a hinge for 
¥%” inset type doors; two knobs, 1” and 
114” in diameter, and a pull with 3” hole 
centers. They are available in three 
finishes: White Gold, Antique English 
and Old Copper. 

Market data. French Classic cabinet 
hardware items are available in Select- 
a-Pak or Contract-Pak packages. The 
former is a box completely enclosed by 
a clear, removable acetate cover. Con- 
tract-Pak encloses the hardware in a 
transparent polyethylene bag suitable for 
hanging on perforated hardboard. A full 
line of sales aids is available to dealers. 
National Lock Co., Medalist Hardware 
Div., Dept. AL, 1902 7th St. at Broad- 
way, Rockford, Ill. 

Circle No. 209 on Handy Cover Card 


Nail and Tool Pouch 


A new leather pouch holds both nails 
and tools in one lightweight unit. It is 
designed to fit over a regular belt. In 
addition to a nail pocket, it has specially 
designed pockets to hold a steel rule, all- 
purpose cutting knife, a hole saw and a 
hammer. 

Pouch is made of fine tanned leather, 
lock stitched and riveted for maximum 
usefulness. 

Market data. Pouch sells for $6.98. 
It is 742” wide, 642” deep and weighs 
only 7% ounces. Goldblatt Tool Co., 
Dept. AL, 1910 Walnut St., Kansas City 
41, Mo. 
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Home Plumbing Kits 

Anyone can now install traps, drains, 
strainers and a dozen other common 
home plumbing hookups with just a 
wrench and the proper Plumb-E-Z kit. 
With the proper kit, a handyman can 
easily eliminate annoying leaks, danger- 
ous sewer gas or replace unsightly 
pipes. 

Each package includes a detailed <st 
of instructions and every initial o:( 
includes a handy wall chart to assure 
that each customer receives the proper 
trap and connections. 

Market data. Plumb-E-Z has a home 
planning kit for every need in making 
repairs or new construction. The kits are 
available from wholesalers. Dealers sales 
aids include consumer folders and news- 
paper ad mats. For a catalog and prices, 
write to Plumb-E-Z Mfg. Co., Dept. 
AL, P. O. Box 211, Elmwood, Conn 

Circle No. 211 on Handy Cover Card 
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NO SHARP CORNERS 


TO SNAG OR 


DAMAGE MATERIALS 


No, 68 
FOR SURFACE MOUNTING 


BOOK SHELVES * 
STOCKROOMS * STORE FIXTURES 
LINEN CLOSETS * MEDICINE CHESTS 

CHINA CLOSETS, etc., etc... 


Can be mounted on the surface or 
flush with the woodwork. 


No. 67 PARKER ADJUSTABLE 
SHELF STANDARDS ——> 


For either flush or surface mounting. 
Brackets snap in and out easily and 
require no tools, Shelves can be 
raised or lowered instantly as re- 


0 


PARKE 


tdjustable Shelf 
Standards 
FLUSH or SURFACE MOUNTINGS 


ger 


= 
if 


z 
of ” t © 
“ 


CUPBOARDS 


“0 0-6 


quired. 


Made of heavy gauge steel, 
electroplated rust resistant 
finish, 


loading up to 1200 pounds. bers 
* SWINGARD safety attach- {@ \) LOW IN COST 
workmen, damage to loads. ¥ 


* Streamlined, full-welded, all- 
metal construction—no sharp 
corners,no rivets or bolts to 
work loose. 

* Heavy, tubular steel frame, 
comfortable handle grips. 

* Aluminum alloy ball-bearing * TODAY .. . write, wire or 
wheels with molded rubber telephone for complete de- 
tires. tails and prices. 


TRUCK COMPANY 


® P. O. BOX |, ST. BERNARD 


CINCINNATI 17, OHIO ee 
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* Exclusive, patented TWIN- 
TILT lever permits finger-tip 





ment eliminates danger to pment from 
stock! Write for Catalogue 
and Samples on your busi- 
ness letterhead. 


CORP. 


S. PARKER HARDWARE MFG. 


LUDLOW STREET » NEW YORK 2.N.Y e CAnol 6-1680 
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yeyon” “\ FREE 


SOLID BRASS DISPLAY 


DOOR KNOCKERS BY 


BUY 
11 KNOCKERS 


--- GET A 
$690 ONE 
FREE! 


Ste Your Cutidbuie 


SAF! 
FINISH 
DELIVERY 


Everyone’s a beauty... individually wrapped 
in protective cellophane to safeguard the 
beautiful, highly polished finish . packed 
with 21,” brass through machine screws and 
washers. That’s why shoppers prefer Safe 

buy Safe. It will pay you well to ‘‘make 
it Safe’’. 


SAFE PADLOCK and HARDWARE CoO. 


LANCASTER, PENNSYLVANIA 
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HARDWARE BUSINESS 





NEW PRODUCTS (begins on page 60) 





Unique Tool Speeds On-the-Job 
Cutting of Insulation 


A new tool, using an upward moving piano wire as 
a blade, provides a fast and neat method of cutting rolls 
of insulation. Tests show a contractor can lay out and 
cut 200 lengths of roll insulation per hour with the tool, 
which is being sold under the brand name of Shmu-Cut. 

All parts of the portable unit are made of ductile iron 
or steel. It weighs less than 30 pounds. To operate 


Drives Screws Fast tool, user places insulation between a built-in clamping 


Has a Sharpening 


Attachment 


Any electric drill, grinder, 
bench motor or flexible 
shaft can be converted into a 
sharpening medium with a 
new dual-purpose accessory 
that has 4%” shank arbor at- 
tached. Two butting, fine 
grit stones have inside cen- 
ter bevels to assure a cor- 
rectly angled, evenly ground 
edge for knives. Tapered out- 
side nylon guide helps to do 
an equally accurate job on 
scissors. Retail list price is 
$1. Coastal Abrasive & Tool 
Co., Dept. AL, Long Island 
City, 1, N. Y. 

Circle No. 212 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 
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& To Uniform Depth 


Screwdriver attachment 
No. H-358 can be coupled 
directly to any %” drill 
spindle or (with universal 
shank adapter) to chuck of 
any “4” and larger power 
drill. It’s equipped with a 
4” shank adapter, a Yankee- 
style Phillips and a slotted 
bit for $5.50, retail. Color- 
ful carton for counter con- 
tains five screwdriver at- 
tachments, individually 
packed. Stanley Tools, Div. 
of The Stanley Works, Dept. 
AL, 111 Elm St., New Bri- 
tain, Conn. 

Circle No. 213 on Handy Cover Card 


Touch Control for 
Three-Light Lamps 
New Two Circuit Touch- 
ette to control three-light 
lamps or two separate banks 
of lights on separate circuits 
is announced. Touch switch 
will carry 1,800 w. at 120 v. 
or 4,100 w. at 277 v. as 
one-switch control of large 
banks of lights. Fewer 
switch boxes, smaller wall 
plates and less wiring is 
needed, maker says. First 
touch provides dim light on 
the first circuit, second acti- 
vates second circuit for 
brighter light, third brings 
both circuits into play with 
full brightness. A fourth 
touch breaks contact com- 
pletely with both circuits. 
One switch can control flu- 
orescent fixture installations, 
cove and valance lighting. 
Rodale Mfg. Co., Inc., Dept. 
AL, Emmaus, Penna. 
Circle No. 214 on Handy Cover Cord 


device and base of unit, then pulls upward on a handle 
which triggers the self-sharpening piano wire blade. Upon 
release of handle, blade returns to position, clamp opens 
and the next piece can be cut. 

Market data. Shmu-Cut sells for about $68.50 per 
unit. It cuts to any length, handles material up to 2’6” 
in width. It is primarily an item for contractor sale 
Mackinaw Products, Dept. AL, Moran, Mich. 
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Two New Chain Wrenches 


Built for rugged use, two new chain 
wrenches are designed especially for 
work in extra tight quarters. They fea- 
ture fast, ratchet-like action in either 
direction from either side. Tempered 
steel link chain has large easy-to-grab 
finger ring for fast adjustment. Chain 
catches quickly and securely on double 
lugs. 

‘Market data. New Model No. C-14 
handles up to 2” pipe and fittings; No. 
C-18 up to 2%” pipe and fittings. The 
addition of the two new models expands 
Ridgid Work-Saver line of wrenches to 
44 different types and sizes. For prices, 
write to The Ridge Tool Co., Dept. AL, 
P. O. Box 670, Elyria, Ohio. 

Circle No. 216 on Handy Cover Card 


(continued on page 64) 


63 





HARDWARE BUSINESS 





NEW PRODUCTS 
(begins on page 60) 





Awning Brackets 


Sturdy aluminum awning 
brackets are fabricated in 
several styles and a wide 
range of sizes to fit doors 
and windows. Furnished 
with all necessary hardware, 
they are easy to install. They 
permit a handyman to make 
attractive awnings of cedar 
siding or fiberglass at sav- 
ings up to 60%, it is said. 
For catalog and price list, 
write to Sterling Factories, 
Dept. AL, 2620-40 Cherry 
St., Erie, Penna. 

Circle No. 217 on Handy Cover Card 











Se 


Protect Doors from Seepage 

Two protectors are introduced against 
water seepage on doors opening out from 
curtain wall construction, as well as 
metal doors with transoms. Each is de- 
signed for attractiveness and ease of in- 
stallation. 

Series 87 interlocking water shed con- 
sists of two extruded members. The 
upper member attached to the exterior 
frame surface above the door deflects 
surface water more than 34” away from 
doors. An angle hook interlocks with 
lower part on door top. 

Series 142 extended rain drip is a 
single extruded member which channels 


draining surtace water so it talls 242” 
away from door preventing seepage 
along the top. Prices, samples and in- 
formation come from the producer. 
Zero Weather Stripping Co., Inc., Dept. 
AL, 451 E. 136th St., New York 54, 
eg 
Circle No. 218 on Handy Cover Card 


Smoothiock 800 Lockset 
Line Is Announced 


Donner’s new Smoothlock 800 lock- 
set line is of rugged construction with 
fewer parts, it is said. Threaded outer 
rose gives quick adjustability; smooth- 
balanced knob-to-latch action means ease 
of operation. 

Market data. Smoothlock 800 series 
cylindrical locksets are budget-priced. A 
passage set retails for $3; a privacy lock 
sells for $3.55; an entry lockset is 
priced at $7. The line is available di- 
rect from maker. The locksets are pack- 
aged 30 to a case. They are ideal items 
for both consumer and contractor sales. 
A catalog may be obtained by writing 
to Donner Mfg. Co., Dept. AL, P. O. 
Box 4445, Sylmar, Calif. 
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ALUMINUM SIDING 


—Special Offers— 


Portable Power Tools with 
Special Price Offerings 


Porter-Cable announces six portable 
power tools with special price offerings 
as part of an extensive “Parade of 
Power” campaign. The promotion will 
be backed by dealer assistance, includ- 
ing store demonstrations and direct mer- 
chandising help. The campaign ends 
Dec. 31. 


Spearheading the promotion is a new 
capacity router that serves as a power 


source for four attachments; a power 
plane, tinishing sander, shaper table and 
scroll saw. A 13-piece router bit set 
valued at $8.95 and a $2 set of plans are 
included without charge in the router 
price of $54.95. 

A new portable electric hand saw reg- 
ularly priced at $54.95 is offered at 
$49.95. A 10-piece saw kit, with carry- 
ing case, also is available at $54.95. 
Other specials include a specially priced 
drill, finishing sander, circular saw and 
beit sander. Porter-Cable Machine Co., 
Dept. AL, 700 Marcellus St., Syracuse 
4,N. Y. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 


Adjustable Wrench Assortment 


Individually carded and prepriced, two 
each of four-size wrenches (6”, 8”, 10” 
and 12”) are clearly displayed for quick 
self-service on new red-and-white metal 
rack. It is ideal for stand-up or hang-up 
use. With verified values from $2.40 to 
$5.70, the wrenches sell from $1.80 to 
$4.20. 

Total retail list of the assortment is 
$22.60; dealer’s cost, $14.32. Open stock 
refills are available. For details and 
catalog sheets, write to Fuller Tool Co., 
Dept. AL, 3522 Webster Ave., New 
York 67, N. Y. 
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PRE-HUNG DOORS 


V \ccmmmma 


PREMIER TILT 
WINDOWS 


Jalousies, an 


WIN-CHEK, MOONACHIE, N. J. 


Manufacturers of 


ral 


of Combination Windows, Doors 
1 Aluminum Siding Products 


AL-10 


Gentlemen: Please send me the complete story on how | can sell 
TEK-BILT Aluminum Products without inventory. 


() Please send your new TEK-BILT catalog folder. 


NAME. 
FIRM.. 
CITY 
STATE.. 


PHONE 
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October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Circle No. 115 on Handy Cover Card 65 





HARDWARE BUSINESS 





CHALK Line REEL 


Gpunrion LINE 


MES STRONGER THAN COTTON 


Chalk Line Reel 


A new chalk line reel chalks the line 
as a customer pulls it out. Unbreakable 
case of rigid polyethylene has special 
metal bushings at all points of wear. 
Chalk reservoir is an integral part of 
case; chaik line itse!f is a special spun 
nylon line. 

The chalk line reel is available in 50’ 
and 100’ sizes. Each chalker is bubble 
packed on an individual card, three 
cards on a perforated strip. Packaging is 
ideal for perforated hardboard counter 
or wall display or for bins and counter 
boxes. King Cotton Cordage, Dept. AL, 
105 Duane St., New York 8, N. Y. 

Circle No. 222 on Handy Cover Card 


Do-It-Yourself Display 


A three-faced folder sits firmly on a 
stack of five-gallon pails of Flintar. It 
lists advantages and uses of the drive- 
way sealcoating. Its height is adjustable 
with the number of pails stacked. The 
three-sided folder is offered free of charge 
to dealers. Paving Products Section, The 
Flintkote Co., Dept. AL, P. O. Box 157, 
Whippany, N. J. 
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New Sales Aids 





Sample Dimmer Switch 
for Try-It-Yourselfers 


A try-it-yourself display lets a home- 
maker see how easily she can provide 
dramatic and effective light control for 
any room in the house with an Economy 


Dimmer retailing at only $6.85. 

The sturdy display, built on a metal- 
and-wood base, is designed for counter 
or wall use. It is available free of charge 
with orders for the Economy Dimmer. 
Write to Progress Mfg. Co., Dept. AL, 
Castor Ave. & Tulip St., Philadelphia 34, 
Penna. 
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Staple Gun Department 


A new self-service merchandiser has a 
complete chart printed on its front, ex- 
plaining to customers varied uses of the 
staple gun and the proper staple for each 
job. The two guns displayed are the 
Swingline High-Compression Gun priced 


at $4.95 and the Heavy-Duty Gun at 
$12.50. 


The staple gun department encourages 
turning a rental into a sale by offering 
a customer the opportunity to apply his 
rental cost to the purchase price of a 
Swingline gun. Uses for the $4.95 gun 
are practically unlimited with the ex- 
ception of installing ceiling tile, an- 
nounces maker. Swingline, Inc., Dept. 
AL, 32-00 Skillman Ave., Long Island 
City 1, N. Y. 
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Snow Tool Selling Unit 

A new winter tool display is especially 
designed to promote the sale of a snow 
shovel and a snow pusher. The floor 
stand and display card reminding cus- 
tomers to “Take It Easy” are available 
to dealers for only $1 with an order of 
three dozen Gardex winter tools. The 
stand holds six shovels and/or six push- 
ers. Gardex, Inc., Dept. AL, 500 No. 
Carroll, Michigan City, Ind. 
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Has New Cabinet Hardware 
Display Mount 


A new unit to replace all other Wes- 
lock cabinet hardware display boards now 
is available. Individually packed, the new 
board is 16” x 20” and weighs five 
pounds when shipped. Second row from 
top, extreme left and right in photo- 
graph above, features new 880 and 881 
solid brass or bronze knobs, which match 
Weslock Sunray De Luxe Series lockset 
and Classic Series lockset, respectively. 
Write to Western Lock Mfg. Co., Dept. 
AL, 2075 Belgrave Ave., Huntington 
Park, Calif. 
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Ah-h-hh.. Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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ALLIED BUILDING CREDITS, INC. 
Tiitionwide iliee ‘Ses Specialists 


SERVING THE LUMBER AND BUILDING INDUSTRIES FOR 25 YEARS 


Wiehe a Complete Program or 


PROPERTY IMPROVEMENT FINANCING 
VACATION AND SMALL HOMES FINANCING 
THERE IS AN ABC OFFICE NEAR YOU 


Albuquerque Cleveland Indianapolis Omaha San Bernardino 
Atlanta Columbus Kansas City Philadelphia San Francisco 
Baltimore Dallas Los Angeles Phoenix Santa Ana 
Birmingham Davenport Milwaukee Pittsburgh Seattle 

Boston Denver Minneapolis Portland South Bend 
Charlotte Des Moines New Orleans Sacramento Tampa 
Chicago Detroit New York St. Louis Toledo 
Cincinnati Houston Oklahoma City Salt Lake 


GENERAL OFFICE—3109 Wilshire Boulevard, Los Angeles 5, California 
Mailing Address: P.O. Box 3426, Terminal Annex, Zone 54 


P S. WE'LL SEE YOU IN SAN FRANCISCO — VISIT US — BOOTH 1205 
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HERE’S HOW TO INCREASE YOUR VOLUME 


IN THE PROFITABLE “DO-IT-YOURSELF” MARKET WITH 


NEVAMAR 


HIGH-PRESSURE LAMINATES 


This new booklet is a challenge to every man who loves to 
pick up hammer and saw. It gives him complete step-by-step 
plans for building desks, coffee tables, home bars, end 
tables—furniture items that will have a genuine professional 
look because of their exciting NEVAMAR surfaces. What's 
more, this book of projects means extra sales for you in 
plywood, table legs, cement, 
and other necessary material. 








Tas ; 
NEVAMAR 


THE NRLDA SHOW > RESISTANT TO CIGARETTE BURNS 


SEE NEVAMAR AT 


D WITHSTANDS BOULING WATER 


San Francisco, Nov. 13 to 16 
> DESIGNED FOR LONG LIFE 


These booklets are available to every NEVAMAR dealer. Get «som \ 
them now and watch them build business for you. BOOTH NO. 912 » sat Sonia 00 
am ge 


NEVAMAR DIVISION: 
FRUIT ACIDS, AMMONIA 


ORDINARY INK On Time 


ey THE NATIONAL PLASTIC PRODUCTS COMPANY sr em an 











Saran and Nylon Fibers—Nevamar High-Pressure Laminates—Wynene Extruded and Molded Products 


ODENTON, MD. * NEW YORK, N.Y. ¢ LONG BEACH, CALIF. © MIAMI, FLA. ¢ CHICAGO, ILL. * DENVER, COL. 
PORTLAND, ORE. * SAN FRANCISCO, CALIF. * CHARLOTTE, N.C. * JACKSON, TENN. * INDIANAPOLIS, IND, 
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The ABC's of Land Development--Part 4 





Step-by-Step 


LAND 
DEVELOPMENT 


Final article in series by Robert O. Harvey, Pro- 
fessor of Finance, University of Illinois, describes 
processes which begin after the market analysis 
has been made and after details for purchasing 
land have been decided upon. 


UPPOSE THAT A TRACT for 

development has_ been selected 
and arrangements for purchase have 
been made with the owner. Assume 
that an option has been taken on a 
tract, which is to be developed as 
soon as possible. What are the steps 
that the dealer will have to go through 
to convert a field to a subdivision 
ready for homemakers? 

By the time the option has been 
taken, the dealer already should have 
some idea about the nature of the 
market for land and housing in the 
area. The processes described here 
begin after a market analysis has 
been made and after details for pur- 
chasing the land have been decided 
upon. 

The services of a taxman, an at- 
torney, and perhaps, a market analyst, 
if the dealer himself couldn’t make 
his own market analysis, have already 
been acquired. 

The things to be done are treated 
in the approximate order in which 
they might confront the dealer, but 
many of the facets of subdividing go 
on simultaneously and not necessarily 
in the order presented here. 

ize business entities. It is 
common for a land developer to car- 
ry on negotiations for the purchase 
of land while acting as an individual 
or as an officer of an established 
lumber company, but once the deal is 
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ready to be made, a separate com- 
pany is formed. Options or other con- 
tracts to purchase land may be as- 
signed to the new company as soon 
as it is in existence. 

The job of setting up the new busi- 
ness entity typically requires the serv- 
ices of an attorney and the advice of 
tax experts is usually desirable. The 
cost of starting the business varies 
with the type of organization (cor- 
poration, trust or partnership) and the 
complexities involved. Both attorney 
and state fees have to be considered 
and these are so variable as to defy 
simple identification. 

Proof of title. Two sides of the 
title question have to be considered. 
First, does the seller have a good and 
merchantable title; second, how does 
the developer plan to give evidence of 
title to buyers of subdivided lots? 

The old, old stand-by of determin- 
ing the validity of title is the abstract 
and opinion in which the seller fur- 
nishes an abstract and the buyer has a 
lawyer give an opinion on the mer- 
chantability of the seller’s title. 

While this system is still in use in 
many sections of the country, the in- 
creased protection available to land 
owners through title insurance is mak- 
ing title insurance popular. Title in- 
surance is well on the way to replac- 
ing the more informal abstract and 
opinion. 


Title insurance works like this: the 
seller, typically, asks a title company 
to study the history of title to the 
property and to issue, if it will, a com- 
mitment that it will insure a buyer of 
the real estate against loss from title 
deficiencies. 

Obviously, if a title company finds 
no errors in the chain of title, or finds 
inconsequential items, it will agree to 
issue a policy, but it will not agree to 
issue policies against losses from title 
deficiencies disclosed during its inves- 
tigations. 

The seller ordinarily pays for the 
title charges under either the abstract 
or the title insurance approach. In 
both cases the charge is a One-time 
fee; once a title premium is paid, the 
policy continues in force without 
further payment. 

Title companies usually give special 
rates to subdividers. A typical charge 
for a title policy on an_ individual 
transaction might be $25 for the first 
$1,000 and then $3.50 for each ad- 
ditional thousand dollars of value up 
to, say, $50,000 of value. 

In contract, a subdivider who re- 
quests title insurance for use in show- 
ing evidence of title for selling his 
lots might very well be given a flat 
rate of, say, $2 per thousand dollars 
of value, if he wants policies totaling 
over some stipulated figure such as 
$100,000. 


October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





At the time that policies are to be 
issued, the subdivider will pay the flat 
rate plus a charge for a title search 
and an “issue fee” for each policy 
delivered. Fees vary widely from 
company to company, but the search 
fee might be $10 and a $5 fee for 
each policy issued is fairly common. 
Policies are available to protect both 
buyers and lenders. 

Title insurance works well in sub- 
dividing. The simplicity of its use, its 
relatively low cost, and its funda- 
mental protective attributes make it a 
good tool for land developers. 

Plan the site. One of the biggest 
and most important jobs in land de- 
velopment is getting a particular tract 
designed to fit the market objective. 
Subdivision design and layout is done 
by land planners, landscape archi- 
tects and civil engineers. 

The object of site planning is to 
create high amenities and high values. 
Neither of these is necessarily 
achieved through the development of 
the largest possible number of lots 
from a tract. 


Included in planning the site are: 


1. Survey work—survey of the 
boundaries of the tract, setting of 
monuments and platting. 

2. Topographic mapping. 

3. Lot designing. 

4. Street and sewer designing. 

The charges of the professionals in 
no way are standardized, but some 
suggestions about fees are possible. 
Reported ranges outside of major 
metropolitan areas suggest the follow- 
ing: 

1. Survey fees $20-35 per lot—for 


boundary surveys, platting and 
putting in stakes. 

. Topographic mapping—$6-10 
per acre. 

. Engineering—which includes de- 
signing drainage systems, streets 
and other travel ways, creating 
plans and specifications for in- 
stallations and sometimes design- 
ing the street and thoroughfare 
plan. If an engineer handles all 
of these functions, his charge 
could easily run from $60 to 
$100 per lot. The typical fees 
could easily fall between $30 and 
$50 per lot. 

. Area designing—the  arrange- 
ment of the streets and the lot 
sizes and shapes are often com- 
pleted by landscape architects, 
who may perform some of the 
functions listed above. 

If the landscape architect acts as a 
coordinator as well as designer, his 
charges might run $150-250 for as- 
sembling data and preparing base 
maps; a site analysis and feasibility 
report including preliminary plans 
may be $10-15 per acre. 

Final design plans and working 
drawings, consultation with other pro- 
fessionals, approving agencies and 
utilities could run another $20-40 per 
acre. 

Since there is no standard way for 
the work to be divided among the 
professionals, one might find a land- 
scape architect doing everything ex- 
cept actually designing the streets and 
drainage systems or one might find 
the engineers doing the whole job. 
In any event, the total planning 
charges for the kinds of work asso- 


ciated with planning the site, may 
range between $50 and $150 per lot. 

Over and over again it is shown 
that good subdivision design which in- 
cludes long blocks, curvilinear streets, 
parks and carefully mixed residential 
land use types results in high unit 
values and low development costs. 

Standard pattern gridiron designs 
forced upon land often produce low 
values, little appeal and high costs. It 
is fairly common for a competent 
planner to be able to create the same 
number of the same size lots in both 
gridiron and curvilinear subdivisions 
and allow the values of the lots in the 
curvilinear subdivision to be 15-25% 
greater and the total street and other 
improvement costs to be 30% lower 
than in the gridiron plan. 

One source of assistance in plan- 
ning subdivisions is the FHA. Each 
district office of the Federal Housing 
Administration has a land planning 
section which reviews subdivision lay- 
outs and aids subdividers in the crea- 
tion of desirable and valuable tracts. 

If FHA loans are to be used in the 
sale of homes in a tract project, the 
subdivider must have the layout re- 
viewed by the land planning section 
of FHA in the appropriate district of- 
fice. The planning service is available 
without charge and should be utilized 
early in the development of the site 
plans so that FHA requirements may 
be reflected in the final design. 

Subdivision design is often con- 
trolled rigorously by municipal, coun- 
ty and state regulations. Wherever a 
community or county has taken ad- 
vantage of the police power available 

(continued on page 70) 


SOLUTION TO A WEST COAST SUBDIVISION PROBLEM 
completed by students in the Department of City Planning 
and Landscape Architecture, University of Illinois, under the 
direction of Professor Walter M. Keith. The model illus- 
trates their preliminary plans for the area. The use of long 
blocks and in particular the ‘‘L'’ shaped blocks reduces the 
conventional right-of-way length. The long blocks lower de- 
velopment costs and increase salable land area. 

Houses are sited in relation to each other as well as to 
the street through the use of a variable set-back arrange- 
ment. The set-back variations relieve monotonous uniformity 
and add to the values of the units. 

The tree plantings in mass groupings and then in linear 
patterns produce pleasant ‘‘street space sequences'’ which 
give full consideration to the contributing elements, the 
houses, the paving and the trees. 


110 ACRE RESIDENTIAL SUBDIVISION model prepared to 
supplement a preliminary plat presentation to a plan com- 
mission not experienced with curvilinear streets. 

The subdivision includes lots ranging from V4 to %4 acres 
and a school, a shopping center and a church which blend 
into the neighborhood plan. A 2-acre neighborhood park is 
included for passive recreational purposes to supplement 
the active sports program found on the school ground. 

This subdivision, with slight modifications to the plan, is 
nearly filled with $20,000 to $75,000 properties and is 
noted for its high amenities. 

The model is an excellent device for expressing a plan 
and for studying the potential of an area. It is much easier 
to correct mistakes identified through the construction of a 
model than to correct mistakes with a bulldozer after the 
land has been platted and construction has begun. 
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LAND DEVELOPMENT 


(begins on page 68) 





for it to control the subdivision of 
land, subdividers will have to con- 
form to a program of submitting 
plans for subdividing to a body usual- 
ly identified as a plan commission or 
perhaps a county plat committee. In 
some states it is necessary to submit 
subdivision proposals for review by 
an agency of the state government. 

Regardless of the controlling body, 
the controls on subdivisions usually 
cover such items as the street and 
thoroughfare plan, the design of 
streets, the design of the sanitary and 
storm drainage systems, and the me- 
chanics of preparing and processing 
plats. 

If subdividing is carried on in areas 
under the control of zoning, the regu- 
lations will also cover such items as 
types of land use, density of occu- 
pancy permitted, front, side and rear 
lot lines and lot size. 

Plat approval steps. The process of 
getting a plat approved for recording 
varies widely, but all systems tend to 
have the same general approach. The 
subdivider goes before the plan com- 
mission or other review body for con- 
sultation on preliminary plans. The 
plan is studied and checked for con- 
formity to the community master plan 
(if there is one) and requirements for 
subdivision standards. 

The next step is the preparation of 
a preliminary plat based on the in- 
itial review. After the second stage is 
passed, the subdivider is usually free 
to install streets and sewers. 

The last stage is the submission of 
the final plat which frequently occurs 
after improvements are made in the 
subdivision. The last step is often a 
mere formality to determine that the 
physical circumstances are in accord 
with the approved plans as a prereq- 
uisite to allowing a plat to be re- 
corded. 

_In many cases the plan commis- 
sion is merely a recommending body 
to some higher authority so that each 
step in the process consists of a rec- 
ommendation by the plan commission 
to an authoritative body such as a city 
council, which acts to approve or 
deny subdivision requests. 

Arrange for financing. Arrange- 
ments for financing can begin almost 
any time once the dealer decides to 
undertake a development project. Us- 
ually, only the most informal kinds 
of negotiation can be completed until 
the details of the project have been 
completed. 

Assume that the dealer has ar- 
rangements for buying the land and 
that his financing problems are: get- 
ting commitments for long-term mort- 
gage loans to be made to house pur- 
chasers; getting FHA subdivision ap- 
proval and valuations on completed 
properties; commitments to insure 
loans; site improvement and construc- 
tion financing. 


70 


Among the early steps in arrang- 
ing financing is locating a mortgage 
lender, who will be willing to agree to 
make loans on properties once they 
are completed. 

A subdivider-builder ordinarily is 
not willing to risk a large scale ven- 
ture without some assurance that 
mortgage funds will be available to 
buyers when the houses are finally 
ready. 

The commitment may be for con- 
ventional or FHA or VA loans de- 
pending upon the terms of conven- 
tional financing available and the in- 
clinations of the lenders. 

If FHA and VA loans are desired, 
the dealer can expect to pay a fee for 
a commitment by the lender to re- 
serve loans for the dealer’s customers. 

The fee is, in part, a reservation 
price and, in part, a method where- 
by the lender can offset the low rate 
permitted on FHA and VA loans. 

(Note: in periods when interest 
rates in general were low relative to 
FHA-VA rates, lenders sometimes 
paid a premium or fee to anyone who 
would deliver a block of loans; for 
the present, this is merely curious his- 
torical information.) 

Commitment fees vary with the 
conditions in the capital markets but 
fees often range from one to three 
per cent. 

In addition to the commitment fee, 
builders whose units are financed by 
FHA or VA loans can expect to ab- 
sorb a discount levied by the lender 
at the time of the closing of the loan. 

Usually, the discount is agreed 
upon in advance so that the dealer 
will be able to incorporate the dis- 
count in his overall pricing of the 
units to be created. The discount is 





Correction 


In discussing the taxation fac- 
tors in the second article on land 
development, in the May 9th is- 
sue, paragraph “E” on page 70 
under taxation is subject to mis- 
interpretation. Here is a revised 
statement on this subject: 

“A corporation may accumu- 
late earnings up to $100,000 be- 
fore there is a problem about a 
tax on accumulated earnings. By 
accumulating earnings in the cor- 
poration, rather than paying them 
to stockholders while the corpora- 
tion is in existence, the total tax 
impact on the land development 
project, taken as a whole, may 
be reduced from the point of view 
of the developer. 

“The accumulation should be 
thought of “as reserves” against 
the uncertainties of land devel- 
opment. A corporation which ac- 
cumulates earnings may distribute 
the proceeds when the corporation 
is dissolved. If stockholders of 
record are eligible to have the re- 
turns classed as long-term capital 
gains, the tax on the distribution 
is limited to 25% of the gain.” 











expressed as a percent of the mort- 
gage principal and is merely retained 
by the lender when a loan is closed. 


Discount mechanics. The mechan- 
ics of the discount are these: the lend- 
er commits to grant loans to the deal- 
er’s customers for certain maximum 
amounts and on definite terms includ- 
ing, say, a 5% discount. 

If the house sells for $11,000 and 
the mortgage is for $10,000, the bor- 
rower signs a note for $10,000, but 
at the time of the loan closing the 
huilder is paid by the lender only $9,- 
500 of the loan amount. 

The $500 is retained by the lender 
to pro-rate over the life of the loan 
to make the yield competitive with 
current market rates. The builder 
may not assess the purchaser for 
the $500 directly, but the builder 
should recognize the discount as a 
real, tangible cost of building and 
figure it in his costs before pricing 
the product. 

Typically, the discount is passed on 
to the buyer in the form of a higher 
price for it is obvious that discounts 
of 3% or more cannot be absorbed 
by the builder out of his typical prof- 
its on tract housing. 

The discounts will exist as long as 
FHA and VA loans carry fixed 
rates, which are out of line with the 
general interest rate structure. They 
are legitimate charges by lenders. 

Arrangements with the FHA and 
VA must be completed through the 
lender for the FHA insurance and the 
VA guaranty are for the protection 
of the lender. Commitments to insure 
are made to the lender with respect 
to particular properties. Often the lend- 
er will introduce the developer to per- 
sonnel in FHA and require the de- 
veloper to process much of the paper 
work himself. 

FHA commitments. FHA has four 
types of commitments: firm commit- 
ments, firm commitments with addi- 
tional provisions, trade-in commit- 
ments and conditional commitments. 

The firm commitment is made to 
insure a loan to be made to a par- 
ticular owner occupant. The condi- 
tional commitment merely identifies 
the amount of a loan on a particular 
property which will be insured if a 
suitable purchaser is found. The other 
two are of particular interest to de- 
velopers. 

A conditional commitment with ad- 
ditional provisions is in effect a dual 
commitment, one to insure a loan to 
a qualified owner occupant and an- 
other for 85% of the owner occu- 
pant commitment to insure a loan to 
the builder in the event that a buyer 
is not available when the house is 
ready for sale. 

The dual commitment may serve 
as an aid in obtaining construction fi- 
nancing, since there is assurance for 
the interim lender that the house can 
be financed even if there is no buyer 
at the time of completion. 

The trade-in commitment is for 
loans to builders who accept proper- 
ties in trade for new units; the com- 
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mitment is for the same amount 
which would be available to an own- 
er-Occupant, but 15% of the loan is 
placed in escrow and not released un- 
less the trade-in is sold within 18 
months after the house has been tak- 
en on trade and financed with an 
FHA loan by the builder. 

Developer-builders are advised to 
process applications for commitments 
through FHA before construction be- 
gins. The reason is that commit- 
ments to insure loans on properties 
less than one year old and which are 
not inspected by FHA during con- 
struction are for only 85% of what 
they could be if FHA had approved 
and inspected the properties before 
and during construction. 

The VA has one preliminary re- 
quirement of interest to builders. In 
order for an eligible veteran to se- 
cure a VA-guaranteed loan, the ac- 
quisition cost of the property to the 
veteran must not exceed the VA's es- 
timate of reasonable value. Builders 
must process through the lender a re- 
quest for a Certificate of Reasonable 
Value and obtain the estimate be- 
fore beginning construction. 

Sometimes lenders are perfectly 
willing to grant and service FHA and 
GI loans if they do not have to main- 
tain them in their portfolios. The Fed- 
eral National Mortgage Association is 
a secondary mortgage market func- 
tionary which operates with an effect 
much as if it were a primary lender. 

FNMA will commit to buy FHA 
and GI loans from lenders provided 
the loans are delivered before the 
properties are one year old. 

The typical use of FNMA is for the 
lender to obtain a commitment from 
FNMA that it will buy a block of 
loans and the lender in turn agrees to 
collect the loan instalments and remit 
them, less a servicing fee, to FNMA. 

The seller to FNMA pays a fee of 
1 to 1%% and buys capital stock in 
FNMA equal to 2% of the face 
amount of the mortgages sold. FNMA 
also charges discounts on the loans so 
that the total fees and discounts put 
FNMA net prices to sellers about in 
line with those in the open market. 

Sometimes FNMA has special pro- 
grams under which it can buy at par 
and without requiring stock pur- 
chases, but these are special situations 
and may not be expected to be avail- 
able continuously. 

The lender purchases the stock of 
FNMA in par value amounts of $100, 
but the lender is not required to 
keep the stock; it is not unusual for 
the lender to sell the stock at par to 
the builder, who is interested in the 
financing. The builder may keep it or 
sell it at the current market which 
ranges between $50 and $60 per 
share. 

After the arrangements have been 
made for long-term mortgage financ- 
ing, the builder-developer usually com- 
pletes agreements for loans to finance 
site improvements and construction of 
the units. 

While the negotiations for long- 


term financing are being conducted, 
the builder-developer usually is col- 
lecting bids for work to be subcon- 
tracted. The developer knows before 
he commits to long-term financing 
arrangements the probable costs of 
development, but he may not have ac- 
tual contracts in hand for the work 
to be done. 

It is common for lenders financing 
any facet of construction to require 
the subdivider to have fixed price 
contracts in hand before agreeing to 
make a loan. Armed with both a com- 
mitment for long-term financing and 
contracts (including the contingency 
that financing is available) for subcon- 
tracted work, the subdivider probably 
will complete a loan agreement to 
finance the installation of streets and 
other facilities required to convert the 
raw site into a subdivision. 

Construction loans might be ar- 
ranged for before land development 
loans but if the subdivider-builder 
plans to use any part of the construc- 
tion pay-outs to release lots from a 
land development mortgage, it is a 
good idea to get the land loan first. 
The chances for coordinating the pay- 
outs with cash flow requirements are 
greater. 

The keys to success in obtaining 
construction loans are: a long-term 
mortgage commitment; demonstrated 
ability to complete a project; fixed 
contracts; a detailed and workable de- 
velopment and building program; and 
reasonable financial strength. The last 
of these is the least important if the 
other attributes are strong. 

Before arranging for construction 
loans, determine at what points in the 
building program specified segments 
of the construction work will have 
been completed and request payouts 
for the recovery of costs up to those 
points. The easier the prospects for 
administering construction loans ap- 
pear to be, the more likely it is that a 
builder can induce a lender to lend. 

Before construction. Once the fi- 
nancing arrangements are complete, 
the final steps before actual construc- 
tion work begins can be effected. If 
it has not already been done, the pre- 
liminary plat is recorded and contracts 
for site development formally let or 
accepted. 

The processes up to this point have 
probably been supervised in part, at 


least, by an attorney. It would not be 
unusual for legal fees for attending 
to the details of all transactions to date 
including appearances before boards 
and commissions overseeing title ar- 
rangements and drawing contracts to 
amount to around $50 per lot. 

Job coordination and administration 
of the flow of funds are the big prob- 
lems once construction is underway. 
Not only are there problems of get- 
ting the phases of the land develop- 
ment coordinated, but also there are 
problems of coordinating promotional 
efforts to make sales in advance of the 
time when housebuilding crews are 
ready to begin. 

Financial administration can _ be 
greatly aided if contractual payments 
can be coordinated with receipts from 
loan disbursements and if careful in- 
ternal controls are developed. One 
control is inspection. The purpose is 
to verify that the work is done in ac- 
cordance with plans and _ specifica- 
tions, and that work is complete be- 
fore payments are made. 

Account controls which permit the 
subdivider to know continuously how 
he is doing relative to cost are im- 
portant. Relatively simple accounts are 
essential. They should show: 

1, Amounts owed for each phase of 
the project. 

2. Amounts already paid. 

3. Amounts to be paid. 

4. Current balances available for 
payments. 

5. Receipts due to be available for 
payments can keep projects separated 
and help prevent difficulties. 

A control over the mechanics of 
paying for completed work is import- 
ant. There should be definite agree- 
ments as to when payments will be 
made for specific work completed by 
subcontractors and payments made 
only upon receipts of waivers of rights 
to lien and affidavits that bills out- 
standing have been paid. 





Wood Research Convention 


LouIsvILLE, Ky.—The Forest 
Products Research Society has an- 
nounced that its 1961 annual conven- 
tion will be held here on June 18 to 
22. Headquarters for the convention 
will be the Kentucky hotel. 

The group’s 4,000 members serve 
as a technical society for the wood 
industry. 








GIANT NEW 90,000-square foot office-warehouse with 94 plastic skydomes, recently 
opened in Lubbock, Tex. by Galbraith Steel & Supply Co., one of the largest building 
materials wholesalers in the southwest. The structure has 14 truck loading docks and 
eight railroad car spots, stores more than 30,000 different items. Adjacent is a 
20,000-square foot non-combustible goods warehouse. Headquartered in Dallas, 
the firm has another branch at San Angelo, Tex. 
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Counter Top full 1%2'' thick; available with or 
without backsplash. 


Portable Block Style “A” with stainless counter 
insert shown. Also Style “B” insert with stainless 
“T" sink frame; Style “C” insert machined with 
Ya" flange for drop-in positioning. 


Lunch & Serve Board illustrated. 
Block, Pastry-cutting, Bread and Ham Boards 
also available. 


Write today for free 
copy of this color-tone 
illustrated bulletin list- 
ing specifications and 
sizes for the full line of 
Sensenich Woodenware. ~ 
Stocks of all products * 
are on hand ready for * 
prompt delivery. ag 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsyivania 





Circle No. 118 on Handy Cover Card 


‘We hire men to sell the maximum effort all the time, not 
just during a contest.''—Colorado dealer. 


Most Dealers Turn Down Contests 
As Effective Sales Incentives 


* Contests work for some dealers, but others think they do 
more harm than good. One employer offers a stock bonus; 
others a percentage on sales or a profit-sharing system. 


¢ Here's a roundup of dealer comments on various plans 


they use. 


LTHOUGH a great many retail 

building materials dealers offer 
their salesmen some form of incentive 
to boost production, it appears most 
of them shy clear of contests. 

“Too risky,” they say, “the salesman 
is trying so hard to get that extra sale 
to meet his quota, he neglects sales 
of other items.” 

In a spot check to learn what types 
of sales incentives are now used by 
lumber dealers, A. L. & Building Prod- 
ucts Merchandiser found that most feel 
it is almost impossible to give sales 
credit to any one salesman and con- 
tests tend to “create hard feelings 
among employes.” 

Ceiling tile contest. As one Cincin- 
nati dealer put, after his only venture 
into a contest: 

“All in all the thing turned out bad. 
Store traffic was increased during the 
sale, but salesmen were spending en- 
tirely too much time with individual 
customers. And very often the cus- 
tomer didn’t buy right away. When he 
returned, some other salesman waited 
on him and received credit for the 
sale. 

“In addition, I think we devoted too 
much display area to that one product. 
Never again!” 

Ignore other items. Alton Newland, 
vice-president, Freeway Builders, Inc., 
Denver, has this to say. 

“A few years ago | was with a firm 
that wanted to clean cats-and-dogs out 
of inventory. We ran a promotion and 
accomplished our purpose, selling 
$50,000 worth of materials in one 


week. But I doubt if any other mer- 
chandise was sold during the period. 

“That’s the trouble with most con- 
tests, a salesman gets geared to sell 
one item and ignores the other mer- 
chandise.” 

Coval Diehl, Jr., Denver Lumber 
Co., agrees with Newland. 

“We haven’t been able to develop 
a satisfactory sales contest. The few 
we tried created resentment among the 
salesmen.” 

Frank Serlen, president, Charles H. 
Finch & Co., Brooklyn, N. Y., says 
that his specialty house has no oppor- 
tunity to offer incentives to salesmen. 
John B. Roesler, secretary-treasurer, 
Fairmount Coal & Lumber Co., 
Hackensack, N. J. resists contests or 
incentive programs of any kind. 

“We pay our men a good salary and 
keep them happy the year-round,” he 
says. 

Although Breen Building Products, 
Inc., Ridgewood, N. J. doesn’t rely on 
sales contests, it does think they are 
worthwhile. 

Loyalty. Across the country in the 
San Francisco bay area, A. H. Stock- 
ton, A. L. Stockton Lumber, Daly 
City, remarks: 

“Competitions with prizes and 
whoop-la create more confusion and 
problems than they do sales. We de- 
pend on creating loyalty among our 
people.” 

Newton Lumber Co., Colorado 
Springs, Colo., is lookng for a sales 
incentive program that gives fair dis- 
tribution of prizes. Vernon Hollenbeck 
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Jr. takes a hard-headed view of the 
subject. 

“We hire men to sell with maximum 
effort all the time, not just during a 
contest. If you have to offer them 
bonuses or incentives you’ve either got 
the wrong man on the job or your pay 
scale is way out of line.” 

Nearby Crissley-Fowler Lumber Co. 
follows the same policy. “The trouble 
with most programs,” asserts Ken 
Brosh, secretary-treasurer, “is they do 
not take into consideration that sev- 
eral salesmen may be involved on the 
same deal.” 

Most Colorado Springs dealers ad- 
mit they’d like to find a sales incen- 
tive program that works, but insist they 
can’t, so they avoid them like the 
plague. 

Pay them well. Most northern Cal- 
ifornia dealers agree that the best pos- 
sible way to key employes to maxi- 
mum sales efforts is to “pick your per- 
sonnel carefully, pay them well and 
watch their performance.” 

John Knepp, Carter Lumber Co., 
Oakland, notes that you can always 
spurt to top sales, “but what we want 
is a long-term record.” 

“We've tried plenty of such plans,” 
explains R. J. White, Truitt & White 
Lumber Co., Berkeley, “but none of 
them have worked. We try to keep the 
firm’s main objective before salesmen 
at all times.” 

J. H. Kinney, Lake City Lumber & 
Hardware, Seattle, feels that contests 
or any type of incentive program hurts 


sale of other items. Sand Point Build- 
ers Supply, Seattle, and neighboring 
Washington Lumber Co., share the 
same view. 

Few Omaha, Neb. retail dealers 
conduct sales contests. Harold T. 
Hickey, vice-president, Rivett Lumber 
Co. and Roy Thoma, sales manager, 
Bradford-Kennedy Co. think they only 
work with a large sales force. 

“We don’t hold contests,” says Lar- 
ry Marks, secretary-treasurer, H. E. 
Schiff Lumber Co., Brooklyn. “But | 
don’t mean to imply that I’m 
against them. I think a dignified cam- 
paign is a good thing.” 

Inducements. Another Brooklyn 
firm, the Foster Lumber Co., relies on 
special inducements to increase sales. 
For example, it will offer reduced 
prices on prefinished plywood panel- 
ing to kitchen package buyers. 

“This results in business we don’t 
ordinarily get,” comments Moris Lif- 
schitz, vice-president. “We give the 
business a further shot-in-the-arm by 
running occasional sales, packaged 
specials or price reductions. That off- 
sets the heavy competition around here 
and stimulates store traffic.” 

Hilco Lumber Co., Philadelphia, of- 
fers salesmen 3% bonus incentive on 
many seasonal items. Martin Cohen, 
president, says: 

“If our men make night calls, we 
give them a little better commission 
than otherwise. We also give a year- 
end bonus, if profits are up, to those 
who have been with us a long time.” 


Cohen points out the biggest factor 
in determining bonuses is loyalty. He 
prefers a steady man over a “hotshot” 
who comes in, stirs excitement for 
awhile, then moves on. New men can 
get a week’s salary as bonus. However, 
it goes up after five years and rises 
sharply after 10. 

Incentives. G. M. Stewart Lumber 
Co., Minneapolis, offers employes a 
sliding scale incentive plan. 

“The salesman can only go forward 
under this plan,” remarks G. M. Stew- 
art. “But we don’t believe in contests. 
Why should we have 17 men pushing 
only one product and forgetting their 
bread and butter?” he asks. 

Contests have never been much of 
a factor with Sawyer-Cleator Lumber 
Co., Minneapolis, either. Elmer An- 
derson, vice-president, comments: 

“We keep a sales record and know 
exactly where each salesman stands. 
The one with the best record at year- 
end gets the biggest bonus.” 

Dunn Lumber Co., Seattle, uses a 
point system on certain sales to de- 
termine the “size of the melon” to 
slice. Each salesman gets an equal 
share of the melon. 

“We feel everyone has an incentive 
to try and win points,” explains J. M. 
Herrin, sales manager, “but not so 
much that he lets other sales slide. We 
don’t think awards based on individual 
sales work out well.” 

Program helps. Gene McGuire, 
Daniels-McCray Lumber Co., Kansas 

(continued on page 74) 





THE CARBORUNDUM COMPANY 
P.O. Box 447, Dept. A, Niagara Falls, N. Y. 


Gentlemen: | would like a copy of “Abrasive Products 
for the Construction Trades” 
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State 


City. Zone 
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Turn Down Contests 
(begins on page 72) 





City, Mo. has this to say: 

“We don’t run contests, but stress 
individual performance. Our incentive 
program has helped us boost sales, 
raise morale and increase profits. 

“Floor salesmen get a 2% bonus 
every 90 days. Paint salesmen work on 
straight commission. Outside salesmen 
and office help share in the profits 
each year. The program is simple but 
effective.” 

Profit-sharing. Profit-sharing seems 
to be the most widespread sales incen- 
tive in south Florida. Few yards there 
hold sales contests. John P. Butler, 
vice-president, Butler Lumber Co., 
West Palm Beach, believes contests 
produce only temporary benefits. 

A profit-sharing program works 
best for N. C. Bennett Lumber Co., 
Minneapolis. Frequently the company 
offers a cash prize for selling obsolete 
items, but that is the only contest held. 

In Omaha, Bradford-Kennedy says 
the only contest there is to see which 
customer gets delivery first. Roy 
Thoma says “we're busy trying to stay 
ahead of orders.” 

One Portland, Ore. yard gives bo- 
nuses of stock to key employes each 
year as an incentive. It is working out 
a system whereby department heads 


receive the additional discount offered 
by some manufacturers and jobbers 
after a quota is reached. 

Profit-sharing is the sales incentive 
for most lumber dealers in the Den- 
ver area. It is based on profits, length 
of service and sales record. 

Most Cincinnati dealers report their 
salesmen are paid a bonus at year-end. 
Some base it on overall business, 
while others pay on individual sales 
surpassing a quota. 

Contests. Johnson Cashway Lumber 
Co., Omaha, is a firm believer in hold- 
ing sales contests. In a competition to 
sell shake siding last year, the compa- 
ny paid 50¢ a square bonus. 

“Our experience has been that con- 
tests get action,” says Les Garland, 
sales manager. “I think they help 
morale.” 

“Some contests don’t work, but 
mainly they do,” relates manager Eu- 
gene Miller, Sutherland Lumber Co., 
Omaha. “I think they stimulate sales. 
Every month or so we hold a different 
contest with prizes of merchandise. We 
also conduct a year-round contest to 
sell paint and sundries.” 

Lainhart & Potter, West Palm 
Beach, Fla., recently held a_three- 
month contest promoting ceiling tile. 
The top salesman was rewarded with 
a week’s all-expense-paid vacation in 
the Bahamas. 

“I think it paid off,” asserts Lainhart. 
“I’m sure it helped employe morale.” 


The firm also gives a yearly bonus 
based on length of service and posi- 
tion. 

R. L. Sweet Lumber Co., Kansas 
City, Mo., regularly holds some kind 
of contest. All employes are included. 
Francis Hatcher, production manager, 
comments: 

“We have a contest going on now 
for inside salesmen to obtain new ac- 
counts. Outside salesmen have a prof- 
it-sharing arrangement. Both are 
working nicely, producing excellent re- 
sults. 

“We occasionally run a sale on spe- 
cial items and give cash prizes. All 
outside salesmen get a monthly state- 
ment ranking them on the previous 
month’s sales. This keeps them on their 
toes. 

“Contests have helped us in three 
ways: first, they boost morale; second, 
they makes salesmen _profit-minded; 
and third, it stops turnover of per- 
sonnel.” 


Completes Technical Center 

GRANVILLE, O#H10—Owens-Corn- 
ing Fiberglas Corp., Toledo, recently 
completed a multi-million dollar Tech- 
nical Research Center on a 154-acre 
tract. More than 250 researchers will 
perform glass, chemical, physical, 
mechanical, metallurgical, acoustical 
and pioneering research, product test- 
ing and reinforced plastic develop- 
ment. 





Bennett 2-WAY PANEL SAW 


R'p eutting 4’ wide pane! on Model 483. Other models cut panels 
up to 8’ wide. Both cross cuts and rip cuts made without remov- 


ing panel from machine. 


GIVE PROFITABLE CUT-TO-SIZE SERVICE! 


RIPS OR 
CROSS CUTS 





% No lifting or 
turning of 
unwieldy 
panels. 





© Plywood 
® Hardboard 
® Tileboard 


STILL SELLING 


AT 1956 PRICES 


starting «1° 287° 


improved Yearly 


% No need for 
rule square 
or tape. 
Vertical and 
horizontal 
scales 
attached for 








® Plastic 


selective culs. 


SELLS by 


demonstration 





of design 
and quality! 


FABRIC DOOR 


This neat folding, narrow profile fabric door has so many 
builder and consumer features no dealer can overlook 

its sales potential. 

Builders appreciate its ease of installation—only seconds 
per door, no hanging, painting, hardware. 

Consumers like its good looks, its space saver qualities, 
washability, portability. It’s fire resistant, reversible 


and available in many lovely colors. 


RICHARD C. BENNETT 
MANUFACTURING CO. 


Box 339 
Laceyville, Penna. 


Laminates 
and other material 
up to 2 inches thick. 


xe SAFE. May be 
operated by 
unskilled 
help. 


For complete details see your distributor or write: 


THE COLUMBIA MILLS, INC. 
368 S. WARREN STREET . SYRACUSE 1, NEW YORK 
Circle No. 121 on Handy Cover Card 
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“You'll pull in extra profits when you suggest 
‘SCOTCH’ BRAND Masking Tape with every paint sale.” 


& 


The Post That's 
FARM-TESTED 


Since 1915 over 60 million 
of these straight, strong, 
durable LONG-BELL posts 
have been installed on the 
farms and ranches of 
America. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution they guaran- 
tee years and years of trou- 
ble-free fenceline service. 

Stock the famous L-B post 
for real customer satisfac- 
tion. 





SCOTCH 1S A REGISTERED TRADEMARK OF THE 3M CO. 
Miinwesora (finine ano \ffanuracturine company 
«+s WHERE RESEARCH 1S THE KEY TO TOMORROW 





LOOK FOR 
THE 
BRAND 


E END 


manufactured only by 


Wood Preserving 
Division 


International Paper Company 








Kansas City, Mo. & DeRidder, La. 
Circle No. 122 on Handy Cover Card 
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the, J readle Says: 


“HIPShow is the 
greatest combination 
of essential products 
and information ever 
assembled. No one 
aiming for bigger 
profits in this field 
should fail to attend.” 


Sth annual nationwide 


1961 HOME 


IMPROVEMENT 
PRODUCTS SHOW 


Corvention Sessions 
FEBRUARY 8-9-10, 1961 
KOTEL PARK SHERATON 

New York 


Trade Show Days 
FEBRUARY 9-10-11, 1961 
New York Coliseum 


ie 


SEE, COMPARE, LEARN, SELECT 
products and methods you need to meet de- 
mand. Only HIPShow brings together the 
greatest variety of commodities and special- 
ties, material and equipment, topics and 
speakers to let you recognize, develop and 
exploit the opportunities for maximum busi- 
ness and profit in your selling area. 





PLAN NOW TO ATTEND 
SAVE TIME 
REGISTER IN ADVANCE 





HOME IMPROVEMENT PRODUCTS SHOW, 
331 MADISON AVENUE, NEW YORK 17, N.Y. 


ADVANCE REGISTRATION FORM 


Home Improvement Products Show ents: 


331 Madison Avenue, New York 17, N. Y. 


Please mail Admission Badge to me. I understand that there is no registration fee 
and that the badge will admit me to the exhibit floor at any time during show hours. 


ADDRESS 


CITY & STATE 
(0 Additional names with infor- [) Hotel reserva- 

mation as requested above on tions requested. 

attached sheet 
TYPE OF FIRM-PLEASE CHECK APPLICABLE BOX BELOW 
C) Specialty Dealer () Dept. & Chain Store 
(0 Lumber Yard (1) Hdwe. or Appliances 
Z © Bldg. Materials © Wholesale & Retail 


Circle No. 123 on Handy Cover Card 
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} Manufacturer 
) Wholesale onty 
() Other 


(0 General Contractor 

©) Builder 

( Modernizing, 
Reno-yating 





REDUCE delivery costs. 
UNLOAD oa LOAD or HALF LOAD at a time 
14 with an 
R-B ROLL-OFF 
truck body 





Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kanses City 20, Mo. 
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VX load lll XS) 


Phifer Aluminum Neils in Job-Pec Cons meke nice simply 
Sng nuns eentiee on Siew an ages, See 
page Riper fener 5 by ee 
of the extensive of Aluminum Neils 
\ ol. a. trim end evel trailer noils) ere 
\\ 4 pecked in pull string i diy y te @ master certon. 


All nails in 25- and 50-Ib. cortons 





PHIFER WIRE PRODUCTS 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 


Circle No. 125 on Handy Cover Card 


Fuse for everyone 
se Gérieral 
Ogl ethorp 


HOTRFI OLF CLUB e COTTAGES 





world’s finest resorts offers every facility and 
activity~swimming, tennis, boating and salt water fishing —~ 
. 18-hole championship golf course at ger . dancing ~ 
nightly i in the beautiful Riverside Room . . social director 
-organized activities and entertainment. 
Choice of American or European Plan. 


COMPLETE FACILITIES FOR GROUPS AND NS 


On Wilmington 
werdreer SAVANNA 
historic sien 
Write today for FREE illustrated Brochure or see your Neat Agent 


Circle No. 126 on Handy Cover Card 
76 


HARDWARE BUSINESS 


New Literature 
Time-Saving Card—See Back Cover 


Automatic Stapling and Tacking Equipment available in 
the Duo-Fast line is fully described and illustrated in a new 
32-page catalog. On-the-job photographs show the many uses 
to which the Duo-Fast tools are put. For a copy of the catalog, 
write to Fastener Corp., Dept. AL, 3702 River Road, Franklin 


Park, Ill. 





Circle No. 228 on Handy Cover Card 


Sprinkler Systems. A new standard for the installation of 
sprinkler systems incorporates a number of changes. Among 
them is a complete reorganization and renumbering of the 
provisions on location and spacing of sprinklers. Copies of 
the standard (NFPA No. 13, 176 pages, ti .50 per copy) may 
be obtained from National Fire Protection Association, Dept. 
AL, 60 Batterymarch St., Boston 10, Mass. 

Circle No. 229 on Handy Cover Card 


Ladders and Accessories. A 24-page catalog contains in- 
formation on Gold Medal step, single and extension ladders 
and accessories including trestles, ladder jacks, hooks, irons 
and feet. Profuse illustrations are accompanied by specifica- 
tions, sizes and styles. The Patent Scaffolding Co., Dept. AL, 
38-21 12th St., Long Island City 1, N. Y. 

Circle No. 230 on Handy Cover Card 


“News in Glues” is the title of a report consisting of 11 
general and technical papers covering new developments in 
adhesive technology as related to the manufacturer of wood 
products. For a free copy, write The Borden Chemical Co., 
Dept. H-AL, 350 Madison Ave., New York 17, N. Y. 

Circle No. 231 on Handy Cover Card 


Polyethylene Film. Various uses of VisQueen polyethylene 
film in the building trades are fully illustrated in an 8-page 
booklet. Specifications for the film as a water vapor barrier 
under slabs, in crawl spaces, on flooring, subflooring, warm 
side of walls, ceilings and concealed flashing also are given. 
Write Special Products, Visking Co., Dept. AL, 6733 W. 
65th St., Chicago 38. 

Circle No. 232 on Handy Cover Card 


Chain Link Fencing. Detailed drawings in a 4-page folder 
show framework, fence and gate fittings and typical erected 
fence section with all components required for a finished in- 
stallation of Stan Gard chain link fencing and gates. Write 
Robertson Steel & Iron Co., Dept. AL, 71 Elm St., Cincinnati 2, 
Ohio. 

Circle No. 233 on Handy Cover Card 


Electrical Products. Over 1,500 electrical wiring devices, 
lamps and specialty products are fully illustrated in an 84- 
page catalog. Among new items being shown for the first time 
is a patented Touch-A-Matic Quiet Switch and 20 amp ground 
devices to meet new code changes. Eagle Electric Mfg. Co., 
Dept. AL, 23-10 Bridge Plaza South, Long Island City 1, 
N. Y. 

Circle No. 234 on Handy Cover Card 


FAMOWOOD ... the A ...the AMAZING... 





FAMOWOOD descriptive literature & price list on request. Distributor & Desler inquiries lavited, write Dept, 750 
BEVERLY MANUFACTURING COMPANY ics anceues 2. caur. 
LOS ANGELES 3, ¢ 








Wesatectucecs of...fAMOWOOE ¢ FAMGGLAZE © FAMOSOLVERT 
ane a 
Circle No. 127 on Handy Cover Card 
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dont 


unless it’s new Ff OR ‘ 
Le 


Superior mechanical strength: 


Over 200 high flying pounds safely 
suspended on a single screw hook 
driven into the edge of this %” Formica 
Flakeboard sheet. Proof positive of 
the superior screwholding power 
resulting from Formica’s balanced 
3-layer construction! 


Formica Flakeboard is the finest 
underlayment for decorative laminates 
because: (1) It’s designed and 
manufactured especially for use with 
Formica decorative laminates and 
adhesives. (2) It’s made of fresh-cut, 
debarked timber and impregnated 
with resins developed by Cyanamid’s 
world renowned scientists. (3) It’s 
unequalled for screwholding power, 
internal bond strength, smooth 
surface and machinability. 


Test new Formica Flakeboard at 
our expense, Write today for free 
sample (cut from regular production- 
run boards, not specially treated ). 
Formica Corporation, a subsidiary of 
American Cyanamid, 4652 Spring 
Grove Ave., Cincinnati 32, Ohio. 


NOTE: Formica Flakeboard is not available 
on the West Coast. 


see it in action 


Formica Flakeboard color movie just 
released. Write for showing by your 
local Formica representative. 


free 
demonstration 
and samples 


Write for free sample and 





a dramatic demonstration Wao 


of Formica Flakeboard ‘ 
properties before planning 
our next decorative 


minate installation. 
Circle No. 128 on Handy Cover Card 
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( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 








STICKS AND STAYS pit 
il 


a Ny 


Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
sane, year after 
year.” What's more, 
Durham's Rock- 
Hard Water Putty 

ives you by far the 

st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may iene 
fall out or vag off, Durham's Rock-Har 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. » Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-Ib. drums for 
dustrial users, Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 129 on Handy Cover Card 





12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 
Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
. 59 E. Monroe St., 
Chicago 3, Ill. 














TEDCO SELF-LOADING tilt truckbed 
mounted on Chevrolet chassis. It's a re- 
tractable dump body. 


iy 


FLATBED PLATFORM slides 8’ to the rear 
and tilts to a 12° angle until end touch- 
es the ground, 


Tilt-Top Truck for One-Man Handling 


A tilt retractable dump body holds 
promise of solving building materials 
handling problems for dealers. Its 
flatbed platform will slide eight feet 
to the rear and tilt 12° until the “tilt- 
top” touches the ground. 

Equipped with a hydraulic winch to 
raise or lower the load, the unit re- 
quires only one operator for all activi- 
ty. Heavy containers, palletized roof- 
ing, gypsum or clay products and pre- 
assembled lumber orders are handled 
without use of fork lift. After the plat- 
form is tilted and lowered to the 
ground, the driver uses the winch to 
pull the load aboard and the flatbed 
is returned to its normal position. 

Body of the self-loading Tedco 
truck consists of all-welded steel con- 
struction with tilting unit, fore and aft 
traversing system and winching mech- 
anism as an integral part of the flat- 
bed. It can be modified to incorporate 
high lift capability without destroying 
the tilt and slide features. 

Costing about $3,000 installed, the 
truckbed is 43” above the ground (ac- 
cording to tire size), is 192” long and 
96” wide OD. Weight installed is 
about 4,400 Ibs. and it can carry up 


WINCH PULLS strapped lumber load 
aboard the tilt-top truck body, then flat- 
bed is returned to normal position. 


to 6,000 Ibs. The self-loader is cur- 
rently being produced on 1960 Ford, 
Chevrolet and GMC truck chassis. 

Two ratchet-chain’ tiedown units 
are located at the rear of the flatbed. 
Three-way demountable snatch block 
with socket and snatch block side 
adapter units are optional. 

Now being demonstrated around 
the country, the truck will be shown at 
the NRLDA exposition, November 
13-16. Transportation Equipment De- 
velopment Corp., Dept. AL, 1625 Eye 
St. NW, Washington 6, D.C. 


Circle No. 240 on Handy Cover Card 





Control System and Oil Clutch 
Added to Hyster Fork Trucks 

First pneumatic-tire lift truck with Hy- 
ster’s Monotrol control system (left, 
above) and an Oil Clutch-equipped 6,000- 
pound capacity lift truck (right, above) 
will be introduced at the NRLDA expo- 
sition. Transmission hand levers are 


eliminated in the Monotrol system, with 
forward-reverse selection combined with 
throttle in right-foot pedal. Oil Clutch 
is now an optional item on pneumatic- 
tire units of 6,000-12,000 pounds capa- 
city and standard equipment on 15,000- 
20,000-pound Hyster trucks. Hyster Co., 
Dept. AL, P. O. Box 847, Danville, Iil. 
Circle No. 241 on Handy Cover Card 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—-25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additionai 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
299 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








Assistant Manager: Good opportunity for 
agressive man in Midwest area. Give full 
particulars. Also manager sapemny for 
— person. Address: Rock Island Lum- 
ber Company, W-2481 First National Bank 
Building. St. ‘Paul 1, Minnesota. 








Salesmen: Leading line yard has cpenme 
for salesmen in Sane ye and retail sales 
Midwest area. — Se for ad- 
vancement. State. age, education, experience 
and salary expected. Address Box N-57 
American Lumberman & Building Products 
Merchandiser. 





General Manager 
Available for line yard management or large 
independent operation. Sales promotion and 
sales management with results, experienced 
in all phases of management. Prefer Midwest 
location. Box No. N-58 American Lumber- 
man Building Products Merchandiser. 





CONTROLLER 
Multi-location building material and house 
building company desires experienced man 
who can become part of —— manage- 
ment. IBM uipment. ly Box N-60 
American Lumberman & Baht ing Products 
Merchandiser 





SITUATION WANTED 











ps saa aria’ toys aed Bk agpobebie . 
upervisory : ve lumber lence, an 
education. H. F. Maturen, fitben Ohio 





SALES REPRESENTATIVE 
AVAILABLE 











The Door. 
Sales 250 Lumber Yards 
. 36 Counties, Columbus, Ohio area 
. Want Direct Representation Your Prod- 


ucts 
. Reply Box #7313 . . . Bexley, Ohio 





BUSINESS WANTED 








ADVERTISER'S INDEX 





WANTED TO LEASE OR BUY 


Retail lumber building supply yards in 
Tennessee, Virginia, est Virginia, Ken- 
tucky, Maryland, Alabama, Pennsylvania, 
and Ohio. 


We are ready to deal immediately and can 
arrange tax-shielded terms. 20,000 sq. ft. of 
rect a required. We are AAA-1 long es- 
tablished company. 


Address replies in confidence to: Box N-55 
American Lumberman & Building Products 
Merchandiser. ’ 





BUSINESS FOR SALE 








FOR SALE: RETAIL LUMBER AND BUILD- 
ING MATERIALS YARD AND MILL. Es- 
tablished over 65 years in medium-sized 
rowing community in Central Michigan. 
wner is retiring. Write Box N-59 Ameri- 
can Lumberman & Building Products Mer- 
chandiser 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 


Minneapolis 1, Minn. 





For Pennies! 4 cars 6’ used oak stacking 
sticks 4¢ ea. 
Please phone or wire your order. 


Gaiennie Lumber, Shreveport, La. 





BUSINESS CARDS: Raised printing, illus- 
trations, $3.95 thousand, postpaid. Free 
samples. Rainbow Printers, 166 40th South- 
west, Canton, Ohio 





Steal Dealer's Truck, Cart 
Off His Safe With $10,000 


BuFFALO, N. Y.—Burglars stole a 
3,000-pound safe from the Gabrye! 
Lumber Co., in nearby Cheektowaga. 
They carted it away in a Gabryel 
truck loaded with several thousand 
dollars worth of windows and lumber. 

The truck was found in the Transit 
Town Shopping Plaza, but the safe, 
which contained $10,000 in cash and 
checks, was missing. 

“The thieves apparently used a fork 
lift to raise the safe from the ware- 
house floor to the truck after rolling it 
from the office,” president Herman J. 
Gabryel reported. 





Spotnails Opens N. J. Plant 


EVANSTON, ILt.—Spotnails, Inc., 
producers of automatically driven 
long fasteners used in construction, 
has opened a plant in Clark, N. J. to 
manufacture and distribute nails, pins 
and staples up to 2” long and mallet 
drive and pneumatic Spotnailing ma- 
chines. The 14,000 square foot facili- 
ty will also provide a sales and service 
center for the eastern area. 
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Allied Building Credits, Inc. ............. 67 
American Hardboard Assn. ............ 34-35 


—— Steel & Wire, 
Div. of U. S. Steel 


Armstrong Cork Co. 
Arrow Fastener Co., Inc. 


Barrett Division, 
Allied Chemical Corp. 


Bennett Mfg. Co., Richard C. 
Beverly Mfg. Go. 
Borden Co., The 


Carborundum Co., The 
Celotex Corp., The 
Columbia-Geneva Steel Div. 
Columbia Mills, Inc., The 


Corbin Div., P. & F., 
The American Hardware Corp. .. 


DAP, Inc. 


Dexter Lock Division, 
Dexter Industries, Inc. 


Durham Co., Donald 


Farley & Loetscher Mfg. Co. 
Firestone Tire & Rubber Co., The 
Ford Div. of Ford Motor Co. .......... 16-17 


Formica Corporation, 
Sub. of Cyanamid 
Friden, Inc. 


General Oglethorpe Hotel 
Gerrard & Company, A. J. 


Hager & Sons Hinge Mfg. Co., C 
Home Improvement Products Show 


Insulation Board Institute 
International Salt Co., Inc. 


Mack Trucks, Inc. 


Medalist Hardware Division, 
National Lock Company 


Medford Corporation 
Minnesota Mining and Mfg. Co. 


National Plastic Products Co., The 
National Retail Lumber Dealers Assn. ... 


Oxwall Tool Company, Ltd. 


Parker Hardware Mfg. Corp., S. 
Phifer Wire Products 
Pickering Lbr. Corp 


R-B Co., 

Reflector Hardware Corp. 
Reynolds Metals Co. 
Ruberoid Co., The 


Safe Padlock & Hardware Co. 
Sensenich Corporation 


Tennessee Coal & Iron Div. 
Twin-Tilt Truck Co. 


U. S. Plywood Corp. 
U. S. Steel Corp. ...ccrccsccvccsccccncess 40 
U. S. Steel Export Co. 


Versa-Vise 


Warp Brothers 
Will-Burt Co. 
Win-Chek Co. 


Wood Preserving Div., 
International Paper Co. 





How to Get the Boss 


(or board of directors) 


to Buy Your Ideas 
































One of a Series on The Development and Uses of Creative Thinking 


Next to getting a raise in pay there are few thrills for 
any worker like that electric moment when out of his or 
her sub-conscious mind a creative idea blossoms in all of 
its beauty. 

As a matter of fact, these two job satisfactions are often 
cause and effect. 

A good idea deserves proper nursing, care and feeding. 

When you give birth to a new idea, your mental off- 
spring will grow as you feed it creative attention. 

Some ideas are limited in value, others may have com- 
pany-wide or even industry-wide significarice. 

Of one thing you can be sure, that once an idea is ap- 
plied a chain reaction is set up and things are never the 
same again. 

Right at the start even before you tell anyone about it, 
you should clarify, position and evaluate it for yourself. 

Even simple ideas that should be tossed in the sugges- 
tion box should be given this first step. 

If the idea shows you beyond-suggestion-box importance 
and value, a painstaking procedure may be necessary to 
get it fully used and to capitalize on its maximum possibil- 
ities. Here is such a step by step procedure: 


PRELIMINARY WORK 


Be sure the basic objectives in putting your idea to use 
are written out clearly and make sense. 

Deal only with facts. State the problem you are working 
on first, then break it down into its integral parts and state 
them clearly. 

Do your idea-objectives cover the probems completely? 

Project the idea into its application and make a written 
list of the results you foresee. 

Be sure your idea or ideas solve the problem better 
than any solution heretofore thought of or than you can 
think of. 

In your mind, test and re-test the application of your 
idea under varied circumstances or environments that may 
be encountered. Verify the practicality of every part. 

Break your main idea down into its logical parts and 
develop clear sub-ideas for each part. If you have the very 
best idea for each part, you should be able to put together 
the best possible overall idea. 

At this point it is advisable to measure dollar costs 
against the dollar benefits and then make a list of other 
than dollar benefits that may further justify the expendi- 
ture or investment. 

Seek the advice of important people who may be con- 
sulted by the boss before he approves your idea. Also 
check with someone in the know whom you can trust to 
confirm your judgment. 

Finally check to see that the idea fits into the overall 
operational pattern with which it is concerned. 


BUILDING A PRESENTATION 


Determine the channels you will go through to secure 
the final approval of top management. Who makes the de- 
cisions in matters with which this idea is concerned? Who 
influences the decision? At what level should you start? Do 
you really need the help of the junior executives to sell the 
idea to the boss? If you don’t enlist their enthusiastic sup- 


port first, will they resist the idea when it comes down 
from the top? 

Make a final list of the people whom you are going to 
approach in the order of the approach. 

Build your presentation to fit the mind and personality 
of the man to whom you are going to present the idea 
first. Then alter it as necessary to get favorable action of 
those higher up. 

Give your idea visual appeal—use charts, diagrams, il- 
lustrations, symbols, etc., as indicated. 

Accumulate all the supporting data you may need. 

Give the idea the presentation dress its importance de- 
serves, building just the right proposal presentation for the 
specific idea. 

_ Keep it logical, orderly, stripped down to essentials, and 
simple. 

Even though you are planning an oral presentation it is 
better to have it in writing with a copy for the boss and all 
concerned. (Make a few extra copies for later use.) 

Personalize the benefits in the idea for the individual to 
whom you are making these presentations. 

Learn the boss’ habits of delegation. Would he naturally 
delegate the decision on this idea to a junior executive? By 
all means, seek out the junior executive and let the boss 
alone. If the sub-executive turns you down, never go over 
his head until you have checked and re-checked the bene- 
fits in your proposal. Then seek out additional benefits and 
have a second try at the sub-executive before you go to 
the boss. 

Assure the enthusiasm of the people who are going to 
put the idea to work. 80% of the success of any idea is in 
its application. Make them feel that it is their program. 

Sometimes it is better to put your idea through an as- 
sistant to the top man. 

State all facts clearly and accurately, answering, what, 
how, where, who, when, why, what with, who with, and 
what it will do for the business. Remember that the best 
business ideas do one of the following things: 

Improve margins 

Reduce costs 

Get better prices 

Increase sales volume 

Improve the competitive position 

Improve manpower performance and morale 
Increase productivity 

Conserve human and machine energy 
Save time and increase profits. 

Specifically and fully answer the question “What is there 
in it for me?” in terms of anyone who has an influence in 
making the decision about your idea. 


APPROACHING THE BOSS 


Decide whether the contact with the boss is to be made 
by memo, letter or personal presentation. Be sure the idea 
is important enough if you ask for a personal appointment. 

Make a specific date and hour for a presentation. 

If the boss is difficult to see, set the stage to get an invi- 
tation to present the idea to him. See to it that the boss 
catches you working at some unusual hour or at some un- 
usual task so he will give you the opening by saying “What 
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It’s a date well-kept—one that will keep your yard 
cesteeeee profitably up-to-date next year, and in years to come. 
This year, your exposition will be the biggest ever. 
You’ll see more exhibits, more new product previews. 
You’ll hear authoritative advice from industry experts 


ey Tth ANNUAL ‘ covering such subjects as: How to Sell Architects, 
BUILDING MATERIALS © sit nt Cnn ton Dein om 
in the Second H Market; and six other inf i 
EXPOSITION 6 faculty eagpa psraaractel 
. —plus plenty of pleasures—await you in San Francisco. 
*, CIVIC AUDITORIUM, BROOKS HALL - Wake your date with the Golden Gate today! 


NOV 13-16 : Money-saving advance registration closes November 2. 
* . So mail coupon below—do it right away! 


NATIONAL RETAIL LUMBER DEALERS ASSOCIATION 


"ee 
ee - 
*Peecccce?® 


Frank E. Heard, Attendance Chairman 
NRLDA EXPOSITION 
302 Ring Bidg., Washington 6, D. C. 
Please send: ( Hotel Reservation Forms 
0) Exposition Registration Forms 
C Exposition Tour Information 
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in the world are you doing here?” or “What have you got 
up your sleeve?” 

In seeking an appointment, ask for the minimum time 
you will need. He will grant you more if he is interested. 
Conserve hiy time most carefully. It's fatal if he even 
thinks you are wasting it. 

Even though you have a definite date, if you find an 
emergency has arisen in the boss’ office, try to avoid a 
cluttered, frantic situation or mood by suggesting that the 
boss might want to set a better time for the presentation. 


THE PRESENTATION 


At the time you make your presentation, have every- 
thing you need to completely sell your idea. It is disas- 
trous to have to go back for additional data. 

Open with a strong statement. Arouse curiosity. 

Anticipate the boss’ likes and dislikes. Don’t make it a 
chore for him to decide. 

Relate yogr proposal to the boss’ needs, principles and 
objectives. 

Treat the oss as a fellow worker—talk man to man. 
Avoid nervofisness, rigidity or tension. In dealing with cre- 
ative ideas, you are on the same plane with the creative 
mind you are trying to sell. 

Practice the art of good communication. Be sure the 
boss sees anf understands the ideas as you see and under- 
stand them.. 

Avoid any unnecessary use of the personal pronoun, but 
don’t hesitate to use it when it will bring a favorable re- 
action. 

Don’t wojry too much about credit. Action is probably 
more important to you than credit, or at least it should ap- 
pear sO in your presentation. However, if you can realis- 
tically share’ some of the credit for the idea, do so. 

Your presentation should always have four parts: 1, the 
conditions giving rise to the problem; 2, the problem; 3, 
your solution; 4, the benefits in your solution to the boss 


and all bin benefited. 


It is good psychology to admit and state the limitations 
in your proposal. Underselling is better than overselling. 

If your idea is correcting an existing situation, don’t 
criticize anyone. Be critical of things, not people. Deal 
with what's wrong, not who’s wrong. Don’t bring any of 
your personal frustrations or any other negative thing into 
your interview. The boss will resent it if you expect him 
to cry with you. If any sympathy is to be expressed let it 
be yours for him. Bring him encouragement. The boss 
needs and appreciates encouragement. He doesn’t want 
more trouble, or to have existing troubles unduly empha- 
sized. 

Remember, the boss deals in big pictures, big problems. 
Relate your suggestions to a big area. Think big yourself. 

Practice empathy. Move in your mind around to his 
side of the table. Think from his viewpoint. 

Keep amenities to the minimum. You and the boss may 
both like fishing but its better to let him bring it up. Be 
business-like. 


THE CLOSE 


Show how the advantages of your idea outweigh any 
disadvantages and interpret the favorable end results in 
dollars and cents if possible. 

Suggest a place where limited but adequate test of your 
idea can be had. Keep the conditions of the test under 
your control. 

Recapitulate results of the test. 

Tactfully give the boss a vision of how the idea will add 
to his or the company’s—prestige, profit, comfort, satis- 
faction, peace of mind. 

Don’t exaggerate or be over-enthusiastic. Obvious un- 
derstatements often convince the skeptical. Give the im- 
pression of a tremendous enthusiasm kept under reins. 

Avoid details. Give the boss’ imagination a chance to 
work, but have the details ready if they are asked for. 

if anyone helped you with the idea, don’t hog the spot- 
light. Give full credit to all who helped. It builds the boss’ 
confidence. 

Close your presentation in the form of a definite written 


recommendation, give him the answers to wnat, why, how 
and what with. 

Listen for the boss’ questions. Treat them like you would 
the objections on a sale, by saying “I’m glad you brought 
that up,” and then proceed to dissolve the objections. 

Remember that management’s ear is very delicately 
tuned to costs. Watch this angle very carefully in your 
presentation. 

Be ready with a chronological procedure schedule. 

If training is involved, offer to do it. 

If you sense a favorable reaction, try to get a commit- 
ment for specific action at a specific time. 

If you sense an unfavorable reaction, try your best to 
avoid a definite “no”. Once the boss has said “no”, it’s 
hard for him to change his position, but by stating “ls your 
reaction generally favorable?” or “Do you see some merit 
in the proposal?” you may postpone the “no” until you can 
bring in additional support. 

Picture tactfully what competition might do with a sim- 
ilar idea. 

Compromise to save a “no”. You haven't failed if you 
leave with the request for additional supporting data. If 
there is a borderline reaction you might press for a trial or 
test. 

If the answer is negative or indefinite, say “What addi- 
tional data or proof would you like to have me dig up for 
you?” 

Listen with every ounce of concentration when the boss 
is talking. Get him to talk all he will in the area of your 
proposal—by tactful questioning, keep him expanding, but 
on the track! 

If you are rushed for time, don’t crowd in all your idea’s 
benefits. Hint that there is important stuff to come and get 
an appointment when you will have the further time you 
need. 

Ask for the boss’ help and counsel on any weak spots 
and limitations that have developed during the discussion. 
If you can get his willing help, you’re in! People take a 
deep interest in those that they help. 

Share the credit with the boss if necessary. Some execu- 
tives have difficulty accepting ideas that haven't, at least 
partially, generated in their own thinking. 

Let’s face it. Your idea may be one the boss should have 
thought of, but hasn’t, or if he has, he hasn’t done any- 
thing about it. You’re in a ticklish spot. Saying something 
like this may get you off the spot: “You’ve probably been 
planning to do something like this. There are these advan- 
tages in getting action now. I’ve worked it out this way 
and will be glad to help you in any way that you say.” 

Respect the boss’ judgment even though you get a turn- 
down. Three things can be wrong: 1, the idea itself; 2, 
your presentation of it; or 3, his judgment. 

After you have been turned down, review first the idea, 
for modification to make it more salable; and second, 
your presentation to make it more convincing. Then wait 
six months, and if you are sure you are still right, bring it 
up again. 

Don’t be too surprised if you discover the idea wouldn’t 
have worked the way you thought it would, or the boss put 
the idea to work later as his idea. A few bosses are like 
that! 

But don’t let that bother you too much. You may be 
recognized and rewarded in some other way than being 
given credit for the idea. In any event you've discovered 
that you are a creative person. Creativity doesn’t stop with 
one idea. You've learned some good lessons from this ex- 
perience. Now put your creative mind to work on how to 
cash in on your next good idea. 


ART HOOD 


For further reading on this subject that a be helpful see: “‘How 
to Be Right More Often”, Feb. 29, 1960; “How to Be a Better Em- 
poe: bel June 20, 1960; and “Getting More Power in Your Communi- 
cations”. 


82 October 24, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 














You'll be 


sitting pretty. .. if you order plenty 


of Sterling Halite now, 
before winter storms hit! 


_ 
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The season's first storms will start a rush on Sterling Halite —to 
clear sidewalks, steps, driveways of snow and ice! So be prepared 
for extra profits. Order Halite today and order enough. Halite 
comes in 10-Ib. bags (6 to a bale), in 25-lb. bags with carrying 
handle, and in 100-lb. bags. FREE: Folder of “Merchandising 
Ideas’’ to help you sell more Halite all winter long. Send for it today. 


STERLING HALITE mel/ts danger away! 
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——~ 
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STERLING HALITE SALES SLANTS 


48.9% greater melting power than other snow 
and ice treatments at 30°F.! + Dissolves 46 times 
its own weight on snow or ice! + Most effective if 
spread While snow is falling or before freeze! 
+ Breaks up ice and hard-packed snow by fast 
two-way action! + Use it under rear wheels of car! 











INTERNATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 


Buffalo « Boston » Charlotte « Chicago + Cincinnati « Detroit « Newark 
New Orleans « New York © Philadelphia « Pittsburgh « St. Louis 
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Stay Competitive... 
Use This Handy 
Cover Card. . 


to get details fast on the latest new produc 
sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through tl 
magazine. Circle the numbers on items useful fe 
your business. 

Mail the completed card and we will rush tl 
inquiry to the manufacturer. No postage is r 
quired. 


This card good until February 1, 1961 
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These Dealers Know 


Fold Out for | That it Pays To Advertise WARP’S 


New, Free 






Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


@ covers both editorial and ads. 


@ just one inquiry brings you the 
latest facts from all manufacturers 
checked. 
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Inquiry Card 


~, MORE PROFITS 


and there are thousands more just like them 
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